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DID SOMEONE SAY 
INDUSTRIAL DIRECT MAIL 
SHOULD STICK TO NUTS & BOLTS? 


PITTSBURGH CORNING’S COLOR MARKET- 
ING GIVES NEW GLAMOR, PRESTIGE AND 
SALES TO ARCHITECTURAL GLASS BLOCKS 


“PEAT POT” PROMOTION 
SELLS CANTALOUPES 


see contents page 4 
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Whether it’s for ledgers or for 

lithographing ...or for scores of other 

uses ... Nekoosa makes a paper for every 
business and for almost every business 
requirement. Are you using Nekoosa Papers 
now? If not, discover for yourself why they 

are among the largest selling papers in America. 


Nekoosc Bond 
Nekoosc (edger 
Nekooso Duplicator 


printer! 


NEKOOSA-EDWARDS PAPER COMP. 
Port Edwards, Wisconsin ANY 
Mills at Port Edwards and Nekooss, 3 
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SUCCESS 
PROMOTIONS 


CinctisBouwctt | SPECIALIZED LISTS AND ADD YOUR 
; Sk COMPLETE DIRECT MAIL 


LIST SERVICE, inc. 


140 West 55th Street, New York 19, N. Y. 
Telephone: JUdson 6-3768 


Mr. Direct-—Mail Advertiser: 


HITCH YOUR CAMPAIGN TO A PROVEN 
SALES STIMULANT. ..TRADING STAMPS! 


80% OF ALL HOUSEWIVES SAVE TRADING STAMPS 


Once a woman gets the trading-stamp 
habit, it's almost impossible to break! 
Once she sees how easy it is to get 
beautiful gifts free with trading stamps, 
she keeps coming back for more and more! 
If there ever was a tremendous selling 
force...it's trading stamps! 


NOW, FOR THE FIRST TIME, YOU CAN 
DIRECT YOUR OFFER TO A PRE-SOLD 
AUDIENCE OF TRADING-STAMP SAVERS. 


Our list is exclusive...and has been 
successfully tested. This is a list of 
hundreds of thousands of women who have 
actually redeemed Triple-S Blue Stamps... 
one of the finest stamp plans in the 


country. Triple-S is highly respected for 


its top-quality gifts, outstanding 
service, and well-integrated Eastern 
network of redemption centers. 

Let us send you complete details on this 
sure way to increase your returns... 
faster. Mail the coupon today... or 
"phone me. 


Cordially, 


President 


STORY 


THE STAMFOR 
D SAVINGS 


"Total Sales during 
one three-day Blue 
Stamp promotion 
amounted to $1428. 
Normal business 
would have been 

125 


BANK 


"We are extremely 
gratified...results 
exceeded our most 
optimistic 
estimates." 


Riccio TOBACCO CORPORATION 
of 


"Sales of Regent 
Filter Cigarettes. . 
increased 4900% 
with Triple-S 
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Blue Stamps..." 
aa | est 55th Street, New York 19, N. Y. c 
Miss Bennett. | 
We'd like more in 
formation 
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Hitchhike 
your way fo 
increased 

orders 
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DEPARTMENTS 


Upcrapine Letter Copy—by Paul 35 
R E TU 0 R D E Reep-aste Copy—by Orville Reed... .... 36 
It’s the new Tension creative 
4 Front Porcu Henry Hoke................. 49 
outside. Here’s a new way to & 
sell more and different mer- 
chandise along with that on 
your insert. It’s a merchandis- 
ing method tested and proved 
by numerous direct mail users. f@ FEATURES 


When a customer is enclosing 
his money in the envelope, he is 
in a buying mood. A mood you 
don’t want to miss! A Tension 
envelope offering your hitch- 
‘4 hike “impulse” item can boost 
3 6the size of many of your sales. 


Dip Someone Say InpustriAaL DM SHoutp Stick to Nuts Aanp 


How “Peat Pot” Promotion Proven To Prospects: DeLicious 


HAVE YOU SEEN... “The In- & CanTaLoupe Takes a Rear Pecos 26 
fluence of Envelopes,” a full- & 

color movie telling the fasci- 

™@ nating story of the envelope Tor DM Leapers Heap DMAA Convention Partey.......... 28 


from paper to ultimate use. 
Available free, write for details. 


FREE SAMPLES 


Let us send you free samples of many 
Tension “Hitchhike” item envelopes 
m now being used in your industry. 
Please enclose copies of your own 
business reply envelopes. 


How Prrrssurcu Corninc Corp’s Coton Marketinc Gave Giass 
Biockxs New Giamor, Prestice anp Sates—Robert E. Buckley 30 


CoorpinaTep Fasnion Campaicn Move 
Curtains & Drapes—William E. 33 


Tension Envelope Corp. 
VRS Campbell at 19th St. 
Kansas City 8, Missouri 


me without obligation free som- 
ples of Tension “Hitchhike” item 
return order envelopes. 


The Reporter of Direct Moil Advertising is published monthly of 229 West 28th Street, New York 1, 
N. Y. Subscription price is $6.00 yeor. Second Class Mailing Privileges authorized at Gorden 
City, N. Y. ond additional entry ot New York, N. Y. Copyright 1958 by The Reporter of Direct 
Mail Advertising, Inc. The Reporter is independently owned and operated. In addition te thovsends 
ot reguler subscribers, oll Members of the Direct Mail Advertising Associction receive The Reporter 3 


@s on Association service. Port of their annve!l dues poys for a subscription. 
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224 Seventh Street 
Garden City, L. I., N. Y. 
Ploneer 6-1837 


Henry Hoke, Jr. 
Publisher 


Dudley Lufkin 
\ Field Editor 


M. L. Strutzenberg 
Business and Readers Service 


G. M. Bornbusch 
Circulation 


M. K. Coleman 
* Advertising and 
Merchandising Production 


Henry Hoke, Sr. 
3 Bluff View Drive 
Belleair 
Clearwater, Florida 


NEW YORK 


John J. Patafio, Jr. 
224 Seventh Street 
Garden City, L. N.Y. 
Pioneer 6-1837 


MIDWEST 


J. K. Rotskoff 
605 N. Michigan Ave. 
Chicago 11, Illinois 
DElaware 7-0120 


WEST 


H. L. Mitchell & Associates 
€ 1450 Lorain Road 
San Marino, California 
CUmberland 3-4394 


5 seconds from now 
you'll have a 
direct mail reply 


Plunk in the middle of a busy day, 
your Reply-O-Letter urges your prospect 
to read—and reply... 


because it takes only seconds for him to get 


your message, and to use the built-in-reply card 


— already filled in with his name and address. 


Reply-O-Letter is dynamic, door opening 
saleslettermanship. Every detail—letterhead, 
headline, 1st paragraph, compelling close, 


and convenient reply—is calculated to stimulate 


the reader’s impulse to-act-now. 


Our 25 years experience is placed at your disposal. 
Skilled letter writers and artists help you appeal 


to your prospects. 30 to 50% more replies is 
invariably the result. Any user will tell you 
about the wonderful results he gets. 


Write on your letterhead 
for free booklet: “The 3 R’s of 
Direct Mail.” 


REPLY-O-LET 


8 Central Park West, New York 23, N.Y. 


Sales Offices: 
New York + Boston Chicage Detroit Cleveland Torente 
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Direct Mail 
Suppliers... 


Offset duplicator, paper, 

ink and other graphic arts 
suppliers serving the commercial 
direct mail industry can 

give their sales staffs an extra 
four days off in September . . . 
and mark up more sales. 


HOW? By signing up for the 
37th annual Mail Advertising 
Service Association Convention 
& Exhibits. 

WHY? Because their best 
customers . . . owners, production 
supervisors and creative 


staffers of direct mail shops 
are coming to them .. . 


At the Chase-Park Plaza Hotels 
in St. Louis, September 5-8. 


Reserve exhibit space now by 
contacting: 


MASA Exhibits 
18120 James Couzens Hwy. 
Detroit 35, Michigan 


WHICH DOTTED LINE 
IS LONGER........ 


HORIZONTAL OR VERTICAL? 


Sales promotion problems, too, 
look different when viewed 
from different angles. 

Let AHREND look at your problem 
. from the vantage point of 
twenty years’ experience dealing 

with other “unique” problems. . . 
and creating result-getting 
solutions at low cost. 
Call Herb Ahrend 
at PL 1-0312 
or write 


AHREND 


ASSOCIATES 


601 Madison Ave. 
NEW YORK 22, N.Y. 


: We welcome your direct mail ideas and news items for this department. 
th Send all material to Short Notes Department, The Reporter of 


b. Direct Mail Advertising, 224-7th St., Garden City, N. Y 


O HOW TO LIVE WITH POSTAL 
RATE INCREASES which went into ef- 
fect this month is on everybody's mind. 
During the past several months, The 
Reporter has made an extensive survey 
to find out just what the overall effect of 
the increases will be. Editor Henry Hoke, 
Sr. sent personal letters to 200 diversified 
firms, asking their frank and candid opin- 
ions of what the new rates will mean to 
them personally ...and to other direct 
mail users as a whole. He received 140 
detailed answers from experienced direct 
mail practitioners in both large and small 
firms. Meanwhile, publisher “Pete” Hoke 
made similar personal surveys in Dallas 
and St. Louis...and other Reporter 
staff members talked with countless other 
mailers. All of the information has been 
reproduced in a special booklet written 
and edited by Henry Hoke. It’s a compre- 
hensive special project titled A Report 
on The Impact of New Postal Rates. 
Organized under eight major headings, it 
contains the frank quotes from 140 re- 
sponding firms, plus a comprehensive 
section telling many of the things which 
can be done to improve direct mail re- 
sults in face of its increased cost. While 
the 32-page report is too long to publish 
in The Reporter, DMAA members will 
receive it as an association service. Others 
may obtain A Report on The Impact of 
New Postal Rates at $1.00 per copy 
from The Reporter of Direct Mail Ad- 
vertising, 224 7th St., Garden City, N. Y. 


[) SPEAKING OF COST INCREASES, 
cost-per-thousand circulation for business 
publications has risen 5.4% in the 12 
months from April 1957 to April 1958, 
according to Media/scope magazine. 
The magazine serving media buyers also 
reports that consumer publication cost- 
per-thousand circulation rose 4% during 
the same period. And daily newspaper 
cost-per-million has increased 4.5%. Ac- 
cording to Media/scope’s Advertising 
Cost Index, the long-term cost trend in 
the three media puts business publica- 
tions up 22%; consumer magazines up 
29% ; and daily newspapers up 46%. 


THE REPORTER OF DIRECT MAIL ADVERTISING 


(1) AUGUST 11 IS THE FINAL DEAD- 
LINE for entries in DMAA's 1958 Di- 
rect Mail Leaders Contest. A total of 58 
awards will be presented at the DMAA 
Convention in St. Louis next month. 41 
will be made to campaigns in various 
industries, with no more than 3 awards 
to any one industry. 4 awards will also 
be made in each of the following classi- 
fications: Mail Order, Low Budget, 
House Publications and Letter Cam- 
paigns. The coveted Gold Mailbox 
Award for top campaign of the year will 
be selected from all the winners in all 
classifications. Judging this year’s contest 
are: Colin Campbell, Campbell Ewald 
Co. (chairman, judging committee); Wil- 
liam K. Beard, Associated Business Pub- 
lications; Robert Fox, St. Johns Associ- 
ates; Henry Hoke, Jr., Direct Mail mag- 
azine; Fred P. Kirby, Saturday Night 
Press; Dwight Rockwell, Mead Papers, 
Inc.; and Fred Stapleford, The Phila- 
delphia Inquirer. Contest chairman is 
Richard Messner, Marbridge Printing 
Co. As in the past, all winning campaign 
portfolios will be displayed throughout 
the Convention, prior to touring cities 
throughout the U.S. and Canada. 


0 THIS NEW SALES KIT has been 
designed by John Plain & Co. .. . to 
give sales and sales promotion managers 


a complete portfolio of available services 
from the premium sellers. The kit in- 
cludes two illustrated catalogs showing 
John Plain prizes, three standard direct 
mail campaigns, custom mailing cam- 
paigns and “7 day wonder” campaigns. 
Also includes a brochure describing 
travel incentives and prize award cer- 
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PENINSULAR DID because a customer asked 
. for a stock with "carnival atmosphere." 
Now, you may not need color flakes in your 
stock, but whatever your special require- 
ments may be, chances are Peninsular fiex- 
ibility can give you just what you want, 


ANY COLOR... MANY FINIGHES... and practically any size or 
weight is available through your Peninsular Merchant. 


For instance, you can start with any Peninsular stock 
line (like famous Tuscan, Snoweave or Zamora) and have 
a special weight or size made without penalty on orders 

of only 2000 pounds. Special commercial-match colors 

and made-to-order finishes are yours with little or no 
penalty cost in 5000 pound minimum. } 


GREY BOOK SERVICE from Peninsular 
Merchants offers you an opportunity to see, 
feel and consider almost 1000 special stocks 
that have been made by Peninsular, This 
amazing array of special stocks is merely a 
guide to the possibilities ... actually, the 
only limitation is your imagination. — 


~ PENINSULAR PAPER COMPANY + YPSILANTI, MICHIGAN 
OFFICES: NEW YORK © BOSTON + BESSEMER, ALABAMA © KANSAS CITY, MISSOURI © SAN FRANCISCO + LOS ANGELES 
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| WHEN YOU WANT PERFECTION, CALL ZN 

FOR GREY BOOK SERVICE ! . abe 

PENINSULAR] _ 

TUSCAN ECONOMY ORKID + DUPLEX BERMUDA ZAMORA 5 

PAB + TWIN TONE ANGELO + WOLVERINE SNOWEAVE stock specialists fer ever 
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For free samples of mailing pieces 
produced on the Masterlith by other 
Direct Moil odvertisers, write to 
Photostat Corporation, Box 1970 
DM, Rochester 3, N. Y. 


PHOTOSTAT 


YOU CAN AFFORD TO 
SEND ONLY THE VERY BEST 


The Photostat® Masterlith Offset Duplica- 
tor, Model 1115. Its special features, many 
of them exclusive, offer specific advan- 
teges—in paper feed and control, ink dis- 
tribution, dampening, and registration— 
thet mean quality work. No other offset 
duplicator is easier to run. 


PHOTOSTAT 


BOX 1970-RE, 


You can produce mailing pieces with 
more sales-building eye appeal—on 
your own Photostat® Masterlith Off- 
set Duplicator. 

The Masterlith puts quality repro- 
duction right at your finger tips; for 
this pace-setting machine is designed 
to make high fidelity work easy, fast, 
economical. 

If you are considering installing 
your own offset department—or add- 
ing equipment—a Masterlith sales 
representative can really help you. He 
may be able to show you how to get 
better quality . . . faster—and at lower 
cost. 

For a demonstration that will show 
you how easily Masterlith produces 
fine halftone and color work, call the 
Photostat Corporation office in your 
city. 


CORPORATION 
ROCHESTER 3, N. Y. 


PHOTOSTAT is tre rrapemarx of PHOTOSTAT CORPORATION 


Albeny + Atlonta + Austin 
Cincinneti 
Gerhom - 
ville + Memphis Miami - 
OCklichoma City Philedeliphia Phoenix - 
Selt Lake City «+ San Diego + San Francisco + 


Binghomion + Boston + 
Cleveland + Clifton Columbur + Dallas + Dayton + 
Herrisburg Hartford Houston Jackson 
Milwovkee Mobile + 
Pittsburgh 
Seottle « 
Tulsa + Weshington + Wichita Winston-Salem 


Bridgeport + Brownsville + Buffalo + Chicago + 
Denver + Des Moines + Derroit + 
Konsos City + Little Rock + Los Angeles + Lovis- 
Muscatine Newark + New York + Oakland - 
+ Portland + Providence + Rochester - 

Shreveport + Springfield + St. Lovis - 


St. Pavi 
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-CUPPLES} 


5 


= 


A Cupples PERSONALIZED envelope 
is just your type. We offer you 60 years 
of experience. Let us assist you in in- 
creasing your direct-mail advertising 
returns. 

Our art department is at your service 


with an unlimited supply of fresh ideas 
for your direct-mailings, free of charge. 


1898 - 60th ANNIVERSARY - 1958 


upples 


envelope co., inc. 


360 Furman Street Brooklyn 1, New York TR 5-6285,6,7,8,9 
OTHER OFFICES: BOSTON - WASHINGTON - PHILADELPHIA 


tificates. Plain, one of the largest firms 
in the premium and sales incentive field, 
will send you a kit if you write to them 
444 W. Washington, Chicago, Ill. 


© IRISH DIRECT MAIL ASSOCIA- 
TION has made a lot of progress in 
the little over a year since it was 
organized with the help of visiting Tom 
McElroy of The Catholic Digest, Inc., 
44 E. S3rd St., New York 22, N. Y. 
The Honorary Secretary Brian Clancy 
(S8 Upper O'Connell St., Dublin, Ire- 
land) sends us detailed minutes of the 
monthly meetings. Interesting. The new 
association staged a contest for the “best 
sales letter of the year.” Challenge Cup 
was presented to winner (Gestetner, Eire, 


Ltd.) at April 29 meeting. Shown in 
picture are: I. Woodburn, Esq., manager 
Gestetner (Erie) Ltd.; Capt. J. T. Murphy, 
chairman I.D.M.A., sales research supt., 
Aer Lingus; W. P. Cavanagh, Esq., chair- 
man Judges Committee, joint general 
manager Chivers & Son (Ireland) Ltd.; 
Brian Clancy, Esq. Hon. Secretary 
I.D.M.A., with Irish Airlines. 


eee 

O HOW DO THEY CET AWAY 
WITH IT? There's an outfit in East 
Orange, N. J., still peddling a deceptive 
skip-tracing device. We thought it had 
been stopped by the Federal Trade Com- 
mission several years ago. Plan involves 
use of an official looking form from 
“Treasurer's Office, Headquarters Bidg., 
Washington, D. C.” with seal looking 
like Treasury Building. A punched “Dis- 
bursement Certificate” carries a “Confi- 
dential Questionnaire” which, if filled 
out, entitles recipient to a cash refund. 
Those who respond get a 10¢ payment, 
but are soon plastered with a suit for 
past claims. We all dislike persons who 
avoid payment of bills ... but this device 
for tracing is certainly not ethical. 


O A SPECIAL ISSUE of “Paint Craft” 
caught our eye this month. It's the house 
magazine of Great Western Paint Mfg. 
Corp., 1207 W. 11th St., Kansas City 1, 
Mo. Great Western, founded 45 years 
ago, is the pioneer in the field of selling 
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This advertisement printed on Williamsburg Offset — Basis 70 


UNION-CAMP presents a brand new line of offset papers 


Williamsburg Offset — from Union-Camp-— is the newest offset in the fine paper field. It's also one of the most versa- 
tile and economical! Prove Williamsburg’s premium-quality performance on your next run — offset or letterpress. For 
sizes and weights see your local Union-Camp fine papers distributor. 


UNION BAG-CAMP PAPER CORPORATION 
Fine Paper Division, Franklin, Virginia 
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WHITER AND BRIGHTER WHITE...11 COLORS 


PAPERS 


Hamilton Bond is the printer's bond, designed to satisfy 
every printing requirement for a No. | Sulphite Bond. It is 
a blend of the finest pulps, with a clear formation and a 
true bond surface which is unvaryingly level because the 
watermark is genuine. Pre-humidified and moisture-proof 
wrapped, it feeds perfectly because it doesn’t curl. It has 
good opacity, is surface sized, has unusual strength and dur- 
ability, and is accurately trimmed. 

The Hamilton Bond line is complete, with whiter, bright- 
er white in regular and ripple surfaces, 11 sparkling colors, 
and Hamilton Laid Script in bright white and ivory. 

Consistent national advertising is consistently building 
acceptance of and demand for Hamilton Bond. 


BUSINESS PAPERS ...TEXT & COVER... OFFSET...BOOK 


Hamilton Paper Company, Miquon, Pa. « Mills at Miquon, Pa., 
and Plainwell, Mich. * Offices in New York, Chicago, Los Angeles 


21 MILLION INDIVIDUAL COPIES ot these magazines will carry Hamilton ads during 1958 
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How to persuade a 
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1. BRIBE HIM TO READ A SLOPPY MEMO 


Better yet, don’t send out sloppy memos. 
Be sure that they're clean, inviting 


and easy-to-read—on clean, inviting, 
easy-to-read Hammermill Mimeo-Bond. 


2. USE HAMMERMILL MIMEO-BOND 


You'll like it for what it doesn’t do. Lint 
free, it doesn’t clog the stencil. It doesn’t 
feather when you write on it. And 
because of its unique “air-cushion” sur- 
face, it doesn’t leave messy “set-off” on 
the back of mimeographed messages. 

What Hammermill Mimeo-Bond 
does do is give you up to 2,000 clean, 


readable copies from a single stencil. So 
help your messages get the attention they 
deserve—on Hammermill Mimeo-Bond. 
Its seven attractive colors, plus white, 
make it just the thing for sales letters, 
price lists, reports, bulletins—any mimeo- 
graphed message. Hammermill Paper 
Company, Erie, Pennsylvania. 


USE HAMMERMILL MIMEO-BOND 
to get your messages read 


paint by direct mail. The house magazine 
has been used to give educational, tech- 
nical advice, etc., to painters and con- 
tractors in rural areas. But the advertis- 
ing department changed the format for 
Vol. 35, No. 4... by making it a “This 
is Your Life” production in celebrating 
“the old man’s 6Sth birthday.” The old 
man being President Fred N. Redheffer, 
who followed founder A. M. Hughes... 
both being well-known in the field. Birth- 
day celebrations in house magazines are 
usually dull... but this one is delightful, 
in typical Ralph Edwards style... with 
pictures and captions from the beginning 
until now. Congratulations to all con- 
cerned and especially to the “old man,” 
who doesn't look it. 


© 51% OF THE TOP 100 ADVER- 
TISERS are now using cooperative ad- 
vertising . . . according to a recent survey 
made by the Cooperative Advertising 
Newsletter, 520 Sth Ave.. New York 36, 
N. Y. Another phase of the publication's 
survey was the questioning of the nation’s 
500 largest industrial corporations, re- 
vealing that 24% of them were using 
cooperative advertising. The study pointed 
out that while many consumer and indus- 
trial advertisers have no use for co-ops, 
cost sharing programs are definitely on 


the increase. 


eee 


[) “THE BIGGEST LETTER IN THE 
WORLD” is claimed by Controlled 
Weather Corp., 1157 3rd Ave., New York 
21, N. Y. Contained in a self-mailinz 
broadside format, CWP’s whopping 34” 
x 44” offset letter to air conditioning 
prospects announced General Electric's 
“Controlled Weather Insurance Plan.” 
Blown-up typewriter type explained the 
guaranteed plan in detail. “We just had 
to write biggest letter in the world,” said 
the opener, “to announce the biggest news 
in today’s air conditioning field!” 


eee 


© 10,000 INQUIRIES, WITHOUT A 
COUPON took first prize for consumer 
campaigns in the Mutual Advertising 


Agency Network's recent competition. 
Winning agency was Smith & Dorian, 50 
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SEN-BAK has a NEW Washington Plant 


1355 New York Avenue, N.E., Washington 2, D.C., LAwrence 9-1727 


he & New York Office / 545 5th Avenue, New York 14, N.Y. / MUrray Hill 7-7433 
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PHOTO- ENGRAVING 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 
In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 

Why not call for one of our rep- 
resentatives. 


INQUIRE ABOUT OUR 16mm SOUND COLOR 
FILM ON PHOTOENGRAVING 


Operating Twenty-four Hours a Day, 
Four Shifts Every Work Day 

P. S. A copy of “The 

Art and Technique of 

Photo Engraving” will 


K. C. Tack, Advertising Manager 


Jackson & Perkins Company 


this purpose, and getting the fullest cooperation from list sources to meet 


mail order space advertising with an increasing volume of direct mail. 
Lewis Kleid and his staff have been invaluable in researching lists for 


our requirements.” 


E. 52nd St., New York 22, who created 
a series of ads for Integrand high fidelity 
that pulled 10,000 requests for informa- 
tion . . . without a single coupon. Judges 
in the competition were Julian Watkins, 
Leo Burnett Co.; A. W. Bremmer, Foote, 
Cone & Belding and Jack Baxter, Earle 
Ludgin & Co. . . . shown here (right) 
discussing the campaign with Ron T. 
Smith. The Smith & Dorian agency has 
also gained considerable attention as 
one of the first to operate on straight 
fee rather than usual 15% commission 


basis. 


O WE'VE GOT COMPANY! The 
whole direct mail fraternity has been 
alarmed by the attacks on the medium 
made by some newspapers. We've pro- 
tested ... but in vain. Now, another me- 
dium is complaining about unwarranted 
attacks by newspapers. What has only 
been whispered before was brought out 
openly by Robert W. Sarnoff, president 
of National Broadcasting Company, 
(now Chairman of the Board) in an ad- 
dress at dedication of a new station in 
Syracuse, N. Y. Mr. Sarnoff charged that 
newspapers faced with declining linage 
are attacking TV by depreciating it in 
editorial, amusement and business sec- 
tions. His speech was reproduced in 
Special Supplement of June 21, 1958, 
issue of Television Digest (Wyatt Bidg., 
Washington 5, D. C.). If you can borrow 
a copy of this exclusive subscription 
newsletter from a TV friend . . . it’s worth 
reading. 


0 ANOTHER DIRECT MAIL CLUB 
has been started. It’s in Indianapolis . . . 
but it’s called “The Mail Box Sales 
Club.” First president is Claude J. Mar- 
tin, president of the Parlee Company, 
Inc. (308 E. St. Clair St., Indianapolis 2, 
Ind.) Story of his fine use of direct mail 
was in the June 1958 Reporter, page 36. 
July 1 speaker was counselor Ralph 
Curtis of Evansville, Ind. August 6 meet- 
ing will feature Chicago adman Leo 
Bott, Jr. Ralph reports he had a “lively 
crowd.” Area direct mailers invited to 
join. 


(1 PROGRESS REPORT: Maybe the 
day is dawning when the mails will be 
free of pornography and fraudulent of- 
fers. On June 29, 1958, the Los Angeles 
police department raided five mail order 
firms. Three officers were jailed. Many 
truckloads of pornographic photographs, 
movie films and direct mail pamphlets 
were hauled to central police department. 


% 


This time, officials intend to prosecute 
rather than just close them up with 
fraud orders. But on July 3, 1958, there 
was a fraud order issued against the most 
brazen of the pornographers...men- 
tioned last month as bragging that his 
stuff was so hot it had to be delivered by 
means other than the mail. Regal Art 
Company is no more. On top of all this 
...there has been a rash of foreign 
fraudulent schemes directed at Ameri- 
cans. A recent Postal Bulletin listed fraud 
orders against 168 different individuals 
at various locations in Jamaica. The 
racketeers, driven out here, think they 
can get away with it by moving to a 
distant shore. But they don't realize that 
postal inspectors have dummy names 
planted on nearly every suspicious list. 


SIGN OF DIRECT MAIL'S AGE: 
The Guild Company (mailing lists) of 
160 Engle St., Englewood, N. J., recently 
held a celebration at Hotel Pierre in New 
York . .. as a testimonial to Edna Davies, 
who has served the firm since July 1908. 


She’s had three generations of bosses... 
Charles Howard Guild, who founded the 
company in 1899; his successor in 1920, 
the late E. W. Proctor, Sr.; and the last 
13 years on the staff of Ed Proctor, Jr. 


0 DON’T BOTHER to write to that 
Socio Counsel-Mission, Madras, India, 
mentioned in Short Notes in July 1958 
Reporter as selling sex literature. There 
is a Post Office fraud order against them. 


(1 RETIREMENTS: Bert Barnes, after 
35 years of super-editing “The Pick-Up,” 
house magazine of United Parcel Service, 
331 E. 38th St., New York 16, N. Y. has 
definitely retired. Vol. 35, No. 5—June- 
July 1958, as his last issue, devoted most- 
ly to reprinting his best editorials from 
past years. 

Another 35-yearer is S. Guy Ashley, 
vice president of Old Colony Envelope 
Co., Westfield, Mass. His column in 
“Newspage,” Old Colony’s house maga- 
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COATED COVER 


fine printing qualities with toughness 


“Our SUPERTUFF-covered Annual Report is the most 
impressive and attractive we've ever had.” 


“We vse SUPERTUFF fer our spec-shest binders becouse 
it prints beoutifully, scores smoothly, and takes rough 
punishment.” 


for quicker service and 


“SUPERTUFF'S ability to repro- 
duce colors brilliently mokes it 
an ideal stock for die-cut 
mobile displays and other 
types of point-of-sale units.” 


containing attractive ond interesting samples. 


VISIT BOOTH #21, DMAA CONVENTION, CHASE-PARK 
PLAZA HOTELS, ST. LOUIS. SEPT. 10-12 


4 
= 
5 “Of all the papers we've tried for our Menus, 
nothing gives us better combination of 7 
= wa refinement and strength thon SUPERTUFF.” 
= 
= 
, a & “We use SUPERTUFF for “Our price lists must 
CATALOG ovr cotelog becouse it take lot of handling. 
NY LE gives us top quality ‘ The smooth, herd finish 
r=: job of process printing of SUPERTUFF, plus its 
> and, at the same time, > toughness, fills this need 
| teor of hord vsoge.” 
fast pool cor shipment ; 
= lower cost fo you. & 
THE APPLETON COATED PAPER CO." 
+) 


more sales... 


more savings 


Neighborhood stratification is the 
modern, efficient way to help promote 


your product to consumers. 


Neighborhood stratification means your 


market is defined in relation to the sales potential of 


the individual consumer... 


and your 


mailing lists compiled from this research. 


Neighborhood stratification means more 
sales and more saving from your promotions. 


SAMUEL FITZSIMMONS and CO. 


545 Fifth Avenue e 


New York 17, N. Y. e 
Market research for mail advertising and sales promotion 


tratification 


means 


MUrray Hill 7-6865 
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Globe sets up your names on plates for as low as 2¢— 
addresses them at speeds up to 60,000 per hour on your 
orders—at less cost than your own department. Will use 


ON OUR “50TH ANNIVERSARY 


) your present system, or any system desired. 


Takes all the machinery out of your office, expands your § vs 
capacity to hundreds of employees, frees executives for uy 


more important matters. 


For publishers—complete service available from cage to Post 
Office. You open mail to take out remittances. Globe does | 
all the rest—renewal series, collection series, changes of Time 
address, correspondence, premiums, preparation of Tie 
reports, etc. 

No distance barrier—can be handled from anywhere. 


Visitors to our convenient plant made welcome. 
Telephone OR 5-4600 for appointment, 


GLOBE FULFILLMENT CORPORATION. 


or drop a line to D. M. Hopney. 


(An extension of Globe Mail Agency, Inc. and pred 


148 West 23rd Street, New York 11, N.Y. « 5-460. 
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zine, has been well-known and respected. 
He'll take things easier now. 

After we don't know how many years, 
Ted Blanding has retired as executive di- 
rector of Toastmasters International, 
which he helped to build, largely by di- 
rect mail. He will continue to act as a 
consultant on association problems. Pres- 
ent address: 12142 S. W. Skyline Dr., 
Santa Ana, Calif. 


O THE PHILADELPHIA DIRECT 
MAIL CLUB'S last meeting of the 1957- 
58 season wound up in a freewheeling 
impromptu “critique” by featured lunch- 
ecn speaker Lawrence G. Chait, presi- 
dent of the New York agency bearing 
h's name. After his illustrated talk with 
samples previously submitted to him by 


Philly direct mailers, club members 
gathered around Larry for an informal 
but stimulating “skull session” on copy, 
layout, formats, printing, etc. Shown in 
one of the huddiles here are (left to 
right) Ralph C. Erskine, Jr., retiring 
PDMC president; Harry Beard, J. B. 
Lippincott Co.; Larry Chait; Mary Leslie, 
Leslie Creations; Mary Lou McNulty, 
C. H. Wheeler Mfg. Co.; Jack Leslie, 
Leslie Creations; and Kenneth Stedman, 
W. Atlee Burpee Co. 


eee 
© HOW TO WASTE MONEY: Use 
airmail business reply envelopes and mail 
them to prospects in your own city. That 
happened recently in a southern city. The 
sample we saw was received by a man 
who lived only six blocks away from the 
sending organization. Stupid plann ng. 


(1) GOOD SLATE: According to the Di- 
rect Mail Advertising Assn. constitution, 
the Nominating Committee must an- 
nounce its chosen slate of candidates for 
the board sixty days before annual busi- 
ness meeting ...this year to be held on 
September 10 3 at 10:30 AM in the Chase 


Hotel, St. Louis (opening day of the 
4ist annual convention). Additional 
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It used to play music... now it writes your letters! 


Auto-typist record “memory” roll 
operates the typewriter 
to write personalized letters 
by automation! 


Remember the player piano and 
how it played music as if by 
magic? It was the roll with its 
perforations that played the 
notes. Similarly, Auto-typist’s pa- 
per record “memory” roll... heart 
of the Auto-typist . . .“plays” the 
keys on the typewriter to write 
your letters . . . automatically and 


accurately! Auto-typist elimi- 
nates routine typing and dicta- 
tion, and is the answer to any vol- 
ume repetitive correspondence 
problem. 

Auto-typist can be used with 
any standard model typewriter, 
and one person can produce 100 
to 125 letters a day. . . 3 to 4 times 
normal manual typing output! 
And, it’s so simple . . . precom- 
posed numbered letters or para- 
graphs are perforated on the 


paper record memory roll, which 


Send coupon for full information, 

and get your free copy cf the new booklet, 

“60 Best Business Letters” to help you with your 
correspondence. Covers all types of business. 


AMERICAN AUTOMATIC TYPEWRITER COMPANY + 2323 NORTH PULASKI ROAD + CHICAGO 39, ILLINOIS 


MANUFACTURERS OF AUTO-TYPIST, COPY-TYPIST AND CABLE-TYPIST 


will store up to 250 lines of copy. 
Letters or paragraphs are num- 
bered to correspond to push- 
buttons, then Auto-typist 
automatically picks them out and 
types them perfectly! Manual in- 
sertions can be made at any time. 
See how Auto-typist can save you 
money ! 


Automatic Typewriter Co. 


2277 Pulaski Road, Chicago 39, Iinois 
Gentlemen: 


free 


Please send me full information about Auto-typist and 
booklet, Best Business Letters.” 


* 
\ 
~ 
7 
3 
a | 
; 
i 


TO 


DIRECT MAIL MARKETS. . 


wer from Accountants and Auditors through Women’s Apparel Shops 


. 129 pages . 
convenience. 


PONTON’S quality controlled mailing lists . . . 
with IBM Electronic Equipment . . . 


SELECTRONICS... 


successful mail campaigns and promotions . . . 


selection . . . 
PONTON ... 


no duplication or waste. 


. and effectiveness. 


write for the free 
PONTON CATALOG 


New Jersey : LOwell 9-5200 


. over 12,000 classifications . 


Leader in Direct Mail since 1885... 
dressing and mailing department to take care of all details at low cost... 


W. S. PONTON, Inc. 


Sales Office and Production Plant rr 
44 HONECK STREET, ENGLEWOOD, N. J. 


. . alphabetically classified for your 


compiled by modern PONTON 
are your assurance of 
with more accurate . . . pin-pointed 
has a fully mechanized ad- 
speed 


@ New York : MUrray Hill 7-5311 


ADDRESSING 
MACHINES 


offer you the only competition 
you can find in the Addressing 
Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge 
39, Mass. 


| RAPID 

FILM-LETTERING 
| $1.00 PER WORD! 
| 

| 


Reduced or enlarged to fit your layout .. 
tive or positive .. .No photo-print aa 


charge!...No minimum charge !.. 


photostat 
Unlimited choice of styles!...2 
| service anywhere in U.S.A. Address Dept. DM. 


24 hour service ! 
New FREE specimen chart on request. Mail 


RAPID 
TYPOGRAPHERS 
INC. 
305 E.46 ST.,N.Y.17 
MU 8-2445 


nominations may be made from the 
floor ... but we doubt if anyone will ob- 
ject to these candidates, each for three- 
year terms. They are: Earle A. Buckley, 
The Buckley Organization, Philadelphia; 
William T. Clawson, Harris-Intertype 
Corp., Cleveland; Robert Enlow, Ameri- 
can Medical Assn., Chicago; H. H. 
Geddes, R. L. Polk & Co., Detroit; Ferd 
Nauheim, Kalb, Voorhis & Co., Wash- 
ington; Fred Williams, The Pennzoil Co., 
Los Angeles. 


0 SPEAKING OF THE DMAA... 
hope many of you decided to enter the 
1958 Direct Mail Leaders Contest. All 
Reporter readers received announcement 
and rules by mail. Deadline for entries 
is August 11. Not everyone can win... 
but we hope to see many fine campaigns 
when the winners are first shown on 
opening day of the 4Ist annual conven- 
tion at Chase Hotel in St. Louis. Inci- 
dentally, The Reporter will have its usual 
hospitality suite ...but we are appoint- 
ing a special committee to guard against 
broken legs or similar accidents. 


7) 


IF INTERESTED in export trade... 
get hold of booklet issued by Export 
Trade and Shipper, 20 Vesey St.. New 
York 7, N. Y. Title: “How to Sell by 
Direct Mail Overseas.” Eight pages re- 
printing articles written by S. J. Rundt. 
Worth reading. 


© CARLIN MANUFACTURING COM- 
PANY recently captured top direct mail 
honors in the Chicago Federated Adver- 
tising Club’s annual advertising contest. 
Shown here receiving the award from 
Lee Phillip, pretty CBS newscaster, is 


Carl Hammond, Carlin Sales manager 
(left). On Lee's left are Bob Ingalls, 
copy director; Ed Wentz, art director; 
and Robert DeLay, account manager .. . 
all of Waldie & Briggs, Inc., Carlin’s 
agency in Chicago. Another direct mail 
award went to Wells Lamont Company 
for their full color announcement bro- 
chure on the signing of Disneyland 
merchandising services for children's 
gloves. Accepting for Wells Lamont were 
K. R. Willert, vice-president; Carl Wil- 
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EBEXCELLENGE IN FINE 


NOT ONE... 
NOT TWO... 
BUT THREE historic advances 
in the paper industry: new pulps that allow for 
complete diversification in the blending of all fibers 
from soft and hard woods ... new papers with 
increased brightness. greater opacity, improved 
whiteness . . . and new, improved packaging designs. 
This symbolic “E” identifies the superior quality of 
ATIANTIC and MANIFEST business papers. 


PROMUCTS OF EASTERN CORPORATION, BANGOR, MAINE MANUFACTURERS OF FINE BUSINESS PAPERS AND evroce: 


MILLS AT BANGOR AND LINCOLN, MAINE + SALES OFFICES: HEW YORK, BOSTON. CHICAGO AND 
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SEND THIS COUPON! it will bring you \ 


complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing. 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are idealiy suited to their needs. 
Chances are we have the BEST lists 
for your needs, yet they'll cost no more 
than ordinary lists. Our recommendation 


wit ADDERN INC. 


215 FOURTH AVENUE + NEW YORK 3, W. Y. 
PHONE: SPring 7-7460 
CHARTER MEMBER: Nationa! Council of 
Mailing List Brokers 


service is FREE. Simply send the coupon. / 


THE SIXTH IN A SERIES 


Rocco Meola, assistant Production 
Manager of Circulation Associates, is 
one of the company’s more recently 
acquired employees. But he is by no 
means a stranger to the printing and 
lettershop business or to C. A. itself, 
for that matter. For 26 years he was a 
trusted employee of one of C. A.’s most 
valued customers. In fact, that was his 
first and, until he came to work here, 
his only job after his graduation from 
High School. He had started out as a 
mail clerk and advanced, by successive =. 
stages, to Stock Clerk, assistant Purchasing Agent, and finally to as- 
sistant Production Manager of the printing department. 


A little less than two years ago the company he worked for gave up 
its own printing plant and turned all of its lettershop printing over 
to C. A. With his previous employers’ approval he was offered a position 
here as Production Assistant, where he could keep an especially 
knowledgable eye on the work being done here for his former boss. 


This move has worked out exceedingly well for C. A., for his former 
employers, and for Rocco himself, who is happily handling printing 
production for all of C. A.’s clients. 


Rocco is a thoroughly likable and completely dependable person 
who works tirelessly to see that production runs smoothly, that his 
presses are kept in prime condition at all times, and that his depart- 
ment is ready to execute orders in ample time for delivery to the cus- 
tomer on the promised date. 


His devotion to his work and his insistence on the closest possible 
approach to perfection are traits that are common to all of the C. A. 
employees, you have been reading about in this series. They are 
dedicated people who have trained themselves thoroughly in their 
chosen work . . . Specialists whose aptitudes, skills and practical experi- 
ence with all of the varied requirements of successful direct-mail 
advertising can be placed at your disposal at no cost to you. 


‘CIRCULATION ASSOCIATES. Inc. 
New York 19. 


226 West 56th Street Judson 6-3530 


der, art consultant; and C. Victor Han- 
son, president . . . all of Hanson & 
Stevens, Inc., the glove manufacturer's 
Chicago agency. 

0 SPEAKING OF AWARDS, this 
double duty mailing piece has been 
picking up quite a few for The Mc- 
Clintock Manufacturing Co., makers of 


supermarket meat handling equipment. 
It won recent awards in the Lithog- 
raphers National Assn. exhibition, Los 
Angeles Art Director's Show, and Ameri- 
can Institute of Graphic Arts competition. 
Die cut into the shape of a meat cleaver, 
the novel piece is used both as a mailing 
piece and catalog. Created by The Drey- 
fus Co., McClintock's agency in Los 
Angeles, the 20-page brochure features 
an aluminum foil cover . . . with a 
stitched in reply card that has brought 
outstanding reader response. 


fT) 
eee 
O A NEW POSTAL REGULATION 
has caused some headaches. It slipped 
through effective July 1, 1958, without 
much, if any, attention. See Postal Bul- 
letin of June 26, 1958, for details. Post- 
masters are instructed to collect from 
addressee S¢ per piece premium on all 
shortpaid letters in addition to amount 
of postage due. Previously only the post- 
age due was demanded. It’s reported that 
one large mailer, several weeks ago, had 
to pay postman $22 premium on 440 
pieces of shortpaid mail received in one 
day. May get worse when public is slow 
getting on to the new first class rate. This 
is a ruling of Postmaster General, as he 
is allowed to fix charges on special 
services to cover “approximate cost in- 
volved.” If the Post Office can deliver a 
business reply envelope for a 2¢ pre- 
mium, certainly it shouldn't cost S¢ to 
collect on an underpaid letter. If you are 
opposed to new ruling... write to Edwin 
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A. Riley, director, Postal Services Divi- 
sion, Bureau of Post Office Operations, 
Post Office Department, Washington 25, 
D. C. He is willing to hear your argu- 


ments. 


eee 
(1 FOR THE FIRST TIME in the 50- 
year history of the Los Angeles Adver- 
tising Club, a direct mail man has been 


elected president. He's Bob Hemmings, 
partner in the firm of Smith & Hem- 
mings & Burroughs Direct Mail Advertis- 
ing. The new president was installed at 
the club's July Ist meeting. Bob is also 
a member of Advertising Assn. of the 
West's Board of Governors, chairman of 
the board of the Direct Mail Club of 
L. A. and past western governor of 


DMAA. 
eee 


EASTERN INDUSTRIAL ADVER- 
TISERS, Philadelphia Chapter of the 
National Industrial Advertisers Assn., in- 
troduced their new 1958-59 officers at a 
recent club outing held at Philly's Cedar- 
brook Country Club. Posing for this 
group shot (left to right) were incoming 


EIA secretary Earle A. Buckley, Jr.. The 
Buckley Organization; treasurer James 
D. Kilmer, Fischer & Porter Co.; first 
vice-president William B. Daub, Sun Oil 
Co.; president John E. Sly, E. 1. DuPont 
deNemours & Co. and second vice-presi- 
dent Earnest S. Kopecki, Selas Corp. of 
America. The new officers were greeted 
by 400 EIA members and guests attend- 


PIN POINT 


your prospects 


A market is dynamic! New 
companies, new demands, 
new people—these and other 
changes keep your salesmen 
groping for the right prospects. 
But, with a direct mail program 
tailored to your needs, you pin 
point valid prospects ...give 
your salesmen profitable leads 
to increased business. 


Direct mail selects the 
companies —the people—who 
are ready to respond to your 
salesmen’s efforts. It slashes 
selling costs, reduces 

selling time. 


Give your salesmen the right 
kind of direct mail support 
by calling on the creative 
experience of the 

Hickey Murphy Division of 
James Gray, Inc. For some 
important points about direct 
mail, write for a free copy of 
the informative booklet, 
How To Put Action Into Your 
Direct Mail. 


THE HICKEY MURPHY DIVISION 


ing the outing OF JAMES GRAY, INC. 


AUGUST, 1958 216 East 45th Street. New York 17, New York * MUrray Hill 2-9000 
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As this madcap self-portrait series boosts sales 14%, 
brings in 80% new accounts and makes his client 
second largest in two years, adman Max Stern grins . . . 


O« OF THE MOST BLASTED of all 
ancient direct mail theories is 
the one which says: “You've got to 
be technical when you're talking to 
technical men.” 

Followers of this bewhiskered old 
wives’ tale still believe engineers and 
other members of the slide rule set 
will respond to nothing but “the facts, 
Maam.” They vision their professional 
prospects tuned to a very special one- 
track circuit... which will short at 
the slightest sight of showmanship or 
just plain human interest. They think 
copy beamed to the industrial “tech- 
nical mind” will surely blow a fuse if 
it makes any attempt to entertain or 
amuse. 

So the technique of technical talk- 
ers is to turn out industrial direct 
mail with calipers rather than creativ- 
ity. They measure it precisely to fit the 
standard “eight-a-half-by-eleven-for- 
reference-filing” format. And more 
often than not, the visual effect looks 
like an Army Ordnance bill of lading 
and reads like an M.I.T. post grad- 
uate textbook. Facts, figures, weights, 
measures, data and datum are all 


DID SOMEONE SAY 
| INDUSTRIAL DM 

STICK TO 

| NUTS AND BOLTS? 


by Dudley Lufkin, 


Field Editor 


there. The information has everything 
...except an interesting, entertain- 
ing, creative selling flair. 


Boom! 


But time and time again, this 
weary theory is exploded clean out of 
the technical test tube. It’s blasted by 
marketwise industrial advertisers 
who realize the man sitting behind 
the slide rule is the same man who 
likes to sit and relax in his easy chair 
behind sliding drapes over a picture 
window. He’s the same man who likes 
to read popular novels and maga- 
zines. He's the same man who likes 
to watch television situation comedy. 
He’s the same man... who likes to 
be entertained. 

One of the most successful manu- 
facturers instilled with this market 
belief is Albany Products Company, 
Inc. ... a relative newcomer to the in- 
dustrial selling scene. This young but 
dynamic firm’s manufacturing and 
marketing activity is a real eye-open- 
er for any formula follower who 
says: “Our sales approach must be 
technical because our products them- 


selves are so technical.” 
Albany’s products: nuts and bolts 
themselves. 


Taking A Close Look 
When this South Norwalk, Con- 


necticut manufacturer of headed and 
machined fasteners started in busi- 
ness just two years ago, they called 
in Max Stern, a freewheeling adver- 
tising freelancer in Seaford, New 
York. They wanted him to recom- 
mend an announcement campaign. 

Max took a close look at Albany's 
products (more than 10 different 
types of stocked and tailor-made fas- 
teners), their market (aircraft and 
other industry specifiers) and their 
sales and distribution potential (3 
company salesmen and 17 nationwide 
manufacturer's representatives}. 

And...he also put a critical eye 
on what others in the industry were 
doing as a whole. What Max saw was 
a sea of technical advertising same- 
ness. Because of it, his idea for Al- 
bany’s intro campaign was to say 
nuts to the usual nuts and bolts tech- 
nical approach. 
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While the initial thought might 
have been shocking to a nuts and 
bolts maker, it was also a stimulating 
challenge. Albany bought Max’s plan 
for a zany, offbeat folder series which 
would buffoon characters in the nuts 
and bolts business... and build Al- 
bany as likeable, human specialists 
devoted to solving many problems 
existing in the industry. 


Self Portraits By Stern 


To create the series, Max took the 
bolt by the horns and became the 
model buffoon himself. Working with 
Long Island, New York, photograph- 
er Leonard Cardey, the adman pro- 
duced twelve madcap character poses 
like the ones shown on these pages. 
In addition to his whacky self-por- 
trait folder covers, Max also wrote 
the headlines and inside copy. 

This satirical humorous copy point- 
ed out how the usual purchase of 
fasteners and parts in specialized al- 
loys had been a “painful” experience 
involving late deliveries, poor work- 
manship, wrong materials, short ship- 
ments, etc. Then it told how Albany 
Products had been established to cor- 
rect these conditions...to make 
“stainless painless.” 

Each three-color, 11” x 17” folder 
also featured a beautifully illustrated 
spread showing Albany Products’ line 
.-- Sometimes with an actual sample 
tip-on. 
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HEADED & MACHINED FA 


Off The Wall Requests 


How did the “technical mind” re- 
act to funny folders that didn’t talk 
technical ? 

The first folder was mailed in 
September, 1956 to a list of 6,500 
users and intermediate distributors 
of headed and machined fasteners in 
aircraft and other industries. The 
majority of names on the list were 
obtained from trade and purchasing 
directories. 

Today, the amusing series is still 
going strong ... to an almost doubled 
list of 12,000 prospects and custom- 
ers. Salesmen reported that 30° of 
the original recipients posted the bur- 
lesqued character portraits on their 
walls and bulletin boards. Requests 
from others who have seen them there 
now make it necessary for Albany to 
print an additional 3,000 per month 
...imprinted for distributors who 


fill the demand. 
Nuts & Bolts Sales Results 


While the clever campaign is en- 
tertaining engineers by giving them 
nuts and bolts belly laughs, what 
about nuts and bolts sales results? 

The cost of the campaign to date 
has been $20,000. And a recent sales 
analysis and survey just completed 


shows it has produced sales eight 


STENERS, BOTH STANDA 


& SPECIAL, IN THE co 


times this cost. Further figures in the 
analysis point out: 

@ Albany Products’ sales are up 
14%, while the rest of the industry 
remains static. 

@ 80% of Albany Products current 
business is from new accounts 


brought in by the dramatic direct 
(Continued on Page 44) 
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“Do it yourself” today includes just about everything. 


But here’s how many business executives with a would-be 
green thumb found out maybe it’s not for mellons.. . 


HOW “PEAT POT”’ 
PROMOTION PROVED 
TO PROSPECTS— 
DELICIOUS CANTALOUPE 
TAKES A REAL PECOS PRO 


by Frank Schultz, 
Todd's Delicious Cantaloupe, 


Pecos, Texas 


H™ aT Pecos our best mail order 
approach is “keep the customer 
informed” how our Pecos-Grown 
melon crop is coming along. From 
the first clearing of the soil on 
through harvest time, we are writ- 
ing letters to our customers letting 
them know just what we are doing 
here in West Texas. 

Through these mailings, signed by 
M. L. Todd, a warm “company per- 
sonality” has developed. Mr. Todd's 
letters have the flavor of an old 
country farmer writing to a big in- 
dustrialist (as is most often the 
case). 

Most of the large mail order buy- 
ers of Todd’s Delicious Cantaloupe 
are business executives. They have 
gifts of melons shipped to their clients 
and business associates. While al- 
most none of these executives have 
ever met or talked with Mr. Todd 
personally, I’m sure all feel they 
could stop for supper tonight and be 
right at duane with a close personal 
friend — Mr. Todd. 

All Todd's Pecos-Grown Canta- 
loupe are grown on virgin soil. Each 
ear mesquite, cat-claw and sage 

rush is cleared away to open raw 
fields for the first planting of canta- 
loupe . . . then only two crops are 
grown on this adobe soil. 


New fields of cantaloupe are 
planted every couple of weeks, so we 
can ship melons from mid-July until 
the first frost (usually in mid-Oc- 
tober). Since there are melons from 
other growing areas available in su- 
per markets earlier than mid-July, our 
farm horticulturist, Don Vinson, is 
always trying to develop a way to 
get melons into earlier production . . . 
and still not get nipped by a late 
spring frost. 

After extensive field research, Don 
decided to plant seed in a special 
little pot made of compressed peat. 
We slentel 51,000 of the pots .. . 
enough to develop early fields of 
cantaloupe. 

As a part of our continuing pro- 
gram of keeping the customer in- 
formed, we developed the Peat Pot 
mailing. It consisted of a typewrit- 
ten letter telling what we were up 
to, an actual Peat Pot, and two of 
our Todd’s Delicious Cantaloupe 
seed. 
We packaged the whole deal up in 
an old-fashioned pint ice cream car- 
ton with the address on the top of 
the carton. The mailing fu re 
really looked straight from the farm. 
It had no sender identification show- 
ing. We were sure it would be 


opened. 


We were not selling a thing. The 
only action we asked was, “try your 
hand at growing a peat pot full of 
cantaloupe for yourself.” 

The mailing was forwarded on 
April 21 to all customers who had 
purchased over $50.00 worth of can- 
taloupe last year. 

In affect, this mailing actuallly 
showed the customer how to “Do It 
Yourself.” We were not too worried 
about the competition or loosing all 
our good customers . . . because it 
just is not as easy as most folks 
think to grow a really good canta- 
loupe. 

While no reply was asked for, let- 
ters started coming in just as soon 
as the peat pots were mailed. The 
first one read: 


Yevr cantaloupe seeds have been planted 
and appear to be doing well . . . we 
seriously doubt that we will need any 
of your melons this season. It was nice of 
you to enable us to save a considerable 
sum of money. 


We were blue. One of our best 
customers. Maybe it was easier than 
we figured. Another letter came in 
saying: 


Several of my friends would be inter- 
ested and intrigued by the possibilities of 
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a Peat Pot of cantaloupe. Would it be ask- 
ing too much of you to send me a half 
dozen of your letters and small pots? I'll 
place them where they will do good for 
both of us. 

Well, this was the first time any 

one had asked for extra copies of our 
mailings . . . so a half dozen peat 
pots and letters were sent. A good 
customer from Tulsa wrote: 
Thank you for the peat pot and two 
seed. Wort it be tragic if, as a result, we 
have so many cantaloupe that we won't 
need to place orders with you this 
season? 


Indeed, it would be tragic—but 

deep down we still felt it just wasn’t 
as easy to grow a really good canta- 
loupe as all these big executives all 
over the country were now thinking. 
We received a number of letters such 
as: 
One of our vice-presidents from Salis- 
bury, Maryland, was with me in the yard 
yesterday and I was telling him about the 
cantaloupe seed. He was quite impressed 
and I am wondering if you could mail 
him a couple . . . as he thought he could 
have a lot of fun with them in hjs back 
yard in Maryland. 


Cantaloupe reports came in from 
most every state in the Union. “Big 
Wheels” all over the country were 
trying to grow cantaloupe and we 
were having a barrel of fun opening 
the mail and reading the reports. 
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They Found It’s Not So Easy 


In the meantime, our own peat 
pots were looking mighty pretty. We 
set them out in the field and they 
took right off. On May 26, a second 
letter telling what we were doing 
was mailed. It started out: “Did you 
try growing the Peat Pot full of 
cantaloupe?” The mailing also con- 
tained a little folder and an order 
form. 

The replies and orders were im- 

mediate: 
I appreciate your sending me the two 
seed and the pot. The seeds sprouted most 
commendably. But I am afraid our Hous- 
ton cutworms leave me still dependent 
upon Pecos for any actual melons . . . 
please express me 1 flat of melons every 
two weeks throughout the season. 


Our largest customer wrote: 


First, let me inform you that the little 
Peat Pot which you sent me and I planted 
the seeds in and put out in my garden, 
has disappeared! Probably some child got 
hold of it and took it to play with. Any 
way, it is gone! I cannot report anything 
to you. Now as to my order . . . 


Here’s one which gave us a good 
laugh . . . and a good order: 


TA, 


Frankly, I thought you had made a 
serious mistake . . . I was determined to 
start a competitive cantaloupe grove even 
though my available soil is not quite 
virgin! However, I now conclude that you 
played it darned safe, s» here is my usual 
order ... 


The Result of “Total Crop Failure” 


The general consensus from the 
replies was “complete crop failure” 
among executive cantaloupe growers. 

We were back in business! 

Now at the end of the 22nd day 
after mailing the second Peat Pot 
letter, folder and order form, here 
are the results: 

We have sold 1427 packages of 
Pecos-Grown melons with a gross of 
$9,070.00. 


The total cost of making both 
mailings, including typewritten let- 
ters, seeds, peat pots and the rest, 
was less than $150.00. 

However, in this morning’s mail 
we learned that not all the executives 
planted the seed. One wrote: 


Honest Confession — I did not make it 
homie with the Peat Pot. It is still on my 
desk so here is my order for Todd’s De- 
licious Cantaloupe. 
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YOU'LL BE SHOWN IN THE SHOW-ME STATE 


TOP DM LEADERS HEAD 
DMAA CONVENTION PARLAY 


EPTEMBER 9, 10, 11 AND 12 are the 

dates. St. Louis, Missouri is the 
place. “Meet me in St. Louis,” will 
be important and exciting for all di- 
rect mail practitioners this year... 
as youll be shown in the show-me 
state. 


This means the emphasis of the en- 
tire confab will be on small group 
meetings . .. exchange of personal in- 
formation . ideas . . . methods. 
Formal oratory will be limited to the 
keynote address and two luncheon 
meetings. The rest of the program 
will be built around four sessions 
presenting more than 100 leading 
direct mail experts . . . whe will in- 
formally show how to meet today’s 
direct mail selling conditions—with 
new answers. 

Two of these sessions will be the 
popular favorites of previous con- 
ventions, Circles of lemon and 
Market & Customer Development. The 
other two are brand new this year: a 
Copy Classroom (divided into eight 
different fields of interest, with ex- 
perts moderating each) and an Idea 
Trading Post (six product, service 
and type of business classifications 
meeting in separate rooms with top 
authorities as chairmen). 


The convention will open informal- 
ly Tuesday afternoon, September 11, 
at the Chase and Park Plaza Hotels, 
St. Louis, with early registration 
from 5 P.M. and a Convention Eve 
cocktail party to start the social pro- 
gram...and enable the more than 
1,000 expected men and women in at- 
tendance to get acquainted. On the 
following morning, the 58 winners of 
the annual Direct Mail Leaders com- 
petition will be announced at the 
Awards Breakfast session—and will 
receive their awards and honors. 


Opening formalities of the conven- 
tion will follow the Awards Breakfast, 
with welcoming addresses by DMAA 
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officers, and public officials. 

DMAA’s Annual Business Meeting. 
with reports by Board Chairman Ted 
Bihler, and President Art Burdge,. 
election of six new members on the 
Board of Governors, will take the 
balance of the morning session. Cock- 
tails in the exhibit area (where many 
of the leading suppliers of products, 
equipment and services will show 
their new offerings) will precede the 
opening luncheon session. 

The new “Idea Trading Post” will 
be featured on the afternoon pro- 
gram. In six major classifications, 
each headed by a leader in the field. 
direct mail practitioners can, in re- 
laxed and informal groups, discuss 
problems and methods that relate to 
specialized fields. They will include— 
products and services for businesses 
and professions; products and serv- 
ices for consumers; industrial and 
technical goods; magazines and fi- 
nancial services; books and book 
clubs; and associations, schools, col- 
leges, philanthropic organizations. 
Maxwell Ross, Old American Insur- 
ance Company, Kansas City, is serv- 
ing as general chairman of this new 
convention feature. 

Thursday morning, the program 
will offer a forum of eight different 
sessions built around the general 
subject “The direct road to profitable 
promotion—direct mail, direct adver- 
tising, direct selling.” At previous 
DMAA conventions, this session was 
generally known as “The Market 
Place.” George Cullinan, of Harry 
Schneiderman, Inc. is serving as gen- 
eral moderator. His individual dis- 
cussion leaders will stress planning 
for profits through proper products, 
purchasing, pricing and promotion. 
Among the topics to be discussed are: 
selling and/or soliciting inquiries 
through magazine and newspaper ad- 
vertising, and through direct mail 
lists; selling to and developing your 
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own customer list; and recruiting of 
and selling through agents. 

At the luncheon session, a nation- 
ally known speaker will be presented. 
In the afternoon, the popular and 
long-time convention feature, Circles 
of Information, will be held, with 
Betty Roskam, of the O H Roskam 
Company, Kansas City, as chairman. 
Here some 40 men and women dis- 
cussion leaders will conduct forums 
on these 7 subjects: designing the 
format; writing the copy; developing 
your market; the offer; production: 
administration; and postoffice rules, 
regulations, and facilities. 

The “Copy Classroom,” a new con- 
vention feature, will spark the Friday 
morning program. On tap for this 
livewire idea session will be Bob 
Enlow, Today's Health, Chicago; Jack 
Maguire, University of Illinois, Ur- 
bana, Ill.; Ja.‘ Foster, Henry Field 
Seed & Nurse*v, Shenandoah, Ind.; 
Dick Hodgsoo, Advertising Publica- 
tions, Chicagu; Paul Bringe, Mil- 
waukee Dustless Brush Company, 
Milwaukee; Mike Kaufmann, Public 
Clearing House, New York; Marvin 
Barkaly. Look, Des Moines and Dick 
Steen, Better Homes & Gardens, Des 
Moines. 

On the social side, the convention 
highlight is the annual banquet and 
entertainment program. Thursday 
night, with Morton Downey, noted 
singer of radio and TV fame, as the 
featured performer . . . assisted by his 
own trio and other noted personali- 
ties. Wednesday night is left open, to 


enable the convention visitors to go 
(Continued on Page 44) 
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THE HOT DOG STORY 


A number of people have asked us 
recently about the origin of “The Hot 
Dog Story.” Seems like it’s being re- 
vived all around the map with no 
credit to the author. Here is the true 
history of it: 

It was written originally by George 
Trundle, Jr., president of the Trundle 
Engineering Company. Cleveland, 
Ohio, for the house magazine 
“Trundle Talks,” which George edi- 
ted personally. A mixture of philoso- 
phy and sound business sense. It was 
called to our attention by the late 
Ralph Coxhead of Vari-Typer and we 
reprinted it, with permission, in the 
January 1939 issue of the then young 
Reporter. It made an immediate hit 
and was reprinted widely. 

Ten years later, it seemed appro- 
priate to revive it...so The Reporter 


AUGUST, 1958 


DMAA CONVENTION 


Sept. 10-12 


Chase-Park Plaza Hotels 


St. Louis, Missouri 


TENTATIVE PROGRAM TIMETABLE 


TUESDAY, SEPTEMBER 9 


Convention Eve Cocktail Party and Early Registration—Exhibit Area 


WEDNESDAY, SEPTEMBER 10 

Awards Breakfast 

Opening Formalities Keynote Speech 
Annual DMAA Business Meeting 
Cocktails in Exhibit Area 


8 a. m. 
9:30-10:30 
10:45-11:30 
11:30-12:15 
12:30- 2:30 
2:45- 5:00 
Evening 


Luncheon 


Theatre, etc. 
THURSDAY, SEPTEMBER 11 


11:30-12:15 
12:30- 2:30 
2:45- 5:00 
7:30- 


FRIDAY, SEPTEMBER 12 
9:30-11:45 


Luncheon 


for March 1949 carried a picture of a 
rural hot dog stand and the story 
itself on the cover, with credit refer- 
ences on page 9. 

So, in spite of columnists and/or 
commentators who have indirectly 
claimed credit for its authorship. . . 
the fellow who started it was George 
Trundle, Jr. And The Reporter was 
first to publicize it nationally back in 
January 1939. 

For the newcomers who may not 
have seen it, or don’t remember it... 
here is the official version: 

There was a man who lived by the 
side of the road and he sold hot dogs. 
He was hard of hearing so he had no 
radio. He had trouble with his eyes 
so he read no newspapers. But he 
sold good hot dogs. He put signs up 
on the highway, telling how good 
they were. He stood on the side of the 
road and cried, “Buy a hot dog, 
mister?” And people bought. He in- 


Idea Trading Posts 
On-The-Town Night: Baseball Game, Restaurants, 


Copy Classrooms 

Convention officially closes at end of morning sessions. 
Special arrangements will be made for “Bitter- 
Enders” buffet luncheon. 


REGISTRATION INFORMATION: 


Write to DMAA Headquarters, 3 E. 57th St., New York 22, N. Y. 
for information and blank forms. Telephone: MUrray Hill 8-7388. 


9:30-12 noon Concurrent Sessions on Market and Customer Develop- 
ment and Industrial Direct Mail 


Cocktails in Exhibit Area 


Circles of Information 
Banquet and Entertainment 


creased his meat and bun orders. He 
bought a bigger stove to take care of 
his trade. He finally got his son home 
from college to help him. But then 
something happened. His son said, 
“Father, haven't you been listening 
to the radio? Haven't you been read- 
ing the newspapers? There's a big 
depression on. The European situ- 
ation is terrible. The domestic situ- 
ation is worse. Everything’s going to 
pot.” Whereupon the father thought, 
“Well, my son’s been to college, he 
reads the papers and he listens to the 
radio, and he ought to know.” So the 
father cut down on his meat and bun 
orders, took down his advertising 
signs, and no longer bothered to 
stand out on the highway to sell his 
hot dogs. And his hot dog sales fell 
almost overnight. “You're right, 
son,” the father said to the boy. “We 
certainly are in the middle of a great 
depression.” 
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HOW PITTSBURGH 
CORNING CORP.’S 

COLOR MARKETING 
GAVE GLASS BLOCKS 

NEW GLAMOR, PRESTIGE AND SALES 


The story behind NIAA’s top “BestSeller Award” 


winner as presented at the Association’s 


recent 36th Annual Conference in St. Louis .. . 


by Robert E. Buckley, General Sales Manager 
Pittsburgh Corning Corporation, Pittsburgh, Pa. 


BEGIN with the product. A 
year ago, Pittsburgh Corning per- 
fected a method of coloring glass 
blocks with a fired-on, translucent 
ceramic finish. With the exception 
of the color added to one face of 
the glass block, the product remained 
unchanged. 

PC glass blocks are hollow, par- 
tially evacuated, all-glass building 
units. They are used primarily in ex- 
terior wall construction for daylight- 
ing panels. There is only one other 
manufacturer of glass blocks in the 


United States. Before Pittsburgh 


Reporter's Note: One of the big features of the 
National Industrial Advertisers Association 36th 
Annual Conference (June 3-6, Chase Hotel, St. 
Lovis) was presentation of NIAA’s annual “Best- 
Seller Awards” to ten industrial advertisers and 
their agencies. NIAA’s coveted bronze “Men of 


Corning’s general sales manager, gave the audi- 
ence a slide-illustrated review of the winning 
campoign’s objectives, methods and results. As 
you'll see by his report here, it’s significant that 
the campaign took top honors at NIAA’s con- 
ference. The “BestSeller Award” is presented 
for the most effective advertising program “con- 
ducted as an integral port of successful mar- 
keting.” And NIAA’s 36th Annucl Conference 
theme itself was “Innovations In Marketing.” 
Using color and sales completeness, Pittsburgh 
Corning’s effort introduced new innovations in 
the modern building field... with direct mail 
as on integral part of their morketing success. 


Corning introduced its new color 
product, the two competing products 
were essentially the same in price, 
and product specifications. 

The actual market potential of 
color glass blocks was relatively small 
compared to standard glass block 
tential. However, a survey ane 
sized that color was a means of stimu- 
lating renewed interests in standard 
blocks. Based on this information, 
we increased the sales forecast of 
the glass block line (standard and 
color) 5% for the 18 month period 
following the introduction of the new 
product. 


Upgrading Product Application 


One of the most significant policy 
decisions concerning the sales of 
color glass block was the ruling that 
this new product would be available 
on architect’s specification only. This 
policy was established to eliminate as 
much as possible, mis-use of the 
product. 

The attempt here was to up-grade 
the application of the product. 

Specifiers were not familiar with 
the color aspect of the new glass 
block product. It was a completely 
new development. Specifiers were, of 
course, familiar with standard glass 
blocks. But despite their recognized 
functional advantages, the product 
was losing its share of the building 
market. 


Importance of Increasing Sales Calls 


Planning played a tremendous part 
in the success of this program. 

We were realistic when we set 
the sales objective . . . increase exist- 
ing sales of this line (color and 
standard glass blocks) by 5% in 18 
months. The time-table was neces- 
sarily long because of the time-lag 
between product specification and ac- 
tual purchase that is characteristic of 
the building industry. 

There was a special early sales ef- 
fort. Pittsburg Corning made it clear 
to the sales force that it would be 
essential to increase the number of 
calls per day during the first month of 
the campaign because a representa- 
tive response of interest from every 
territory was needed to help PC 
determine the strength and timing of 
romotion to follow. If interest was 
bigh at the start, costly space adver- 
tising (all four color) could be 
phased at a less intensive rate. If 
interest was weak, it would dictate 
increased advertising support. 

And, architectural objections to 
color, pricing, and other product 
characteristics had to be reported im- 
mediately. Analysis of the reports 
would permit PC to take corrective 
action in product and production if 
resistance reached alarming propor- 
tions. (Fortunately, this did not hap- 


pen.) 
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Industry” statue, symbolizing the highest honor 
ewerd in the competition, went to Pittsburgh 
Corning Corporation, 1 Gateway Center, Pitts- 
burgh 22, Pa....for the most outstanding in- 
i dustrial compaign for the yeor. After the top 
3 Sy presentation, Robert E. Buckley, Pittsburgh 
a 


Winners of NIAA’s top “BestSeller Award” admire “Men of Industry” statue presented to 

them at the recent NIAA St. Louis Conference. Left to right: R. Forrest Rosenberger, of 

Ketchum, Macleod & Grove, inc., Pittsburgh Corning’s agency; Pittsburgh Corning’s James 
Buckley. 


H. Coleman and Robert E. 


Specific Advertising Objectives 


The tasks assigned to advertising 
were all tasks that are reasonable 
for advertising to perform. Our sales 
and advertising executives, working 
closely and confidentially with the 
agency on this new product, devel- 
oped both the objectives and the 
budget on the task method basis. 


Because of initial impact desired, 
and because this impact depended 
to a great extent on the use of four- 
color promotion to properly display 
the product, the budget was built 
around the objectives. There were, of 
course, realistic money considerations 
that prompted compromise. The spe- 
cific objectives were: 

@ Re-establish acceptance of standard 
glass blocks as an architectural product 
through the new appeal of color glass 
blocks and their contribution to design 
freedom. 

@ Tie-in this new color flexibility of glass 
blocks with the curtain wall trend that 
is in such favor with architects today. 
@ Develop visual layout techniques that 
in themselves associate the product with 
good design. 

@ Utilize the sales and attention impact 
of full color to gain maximum readership 
and to build prestige and importance for 
the new product. 

@ Promote, as soon as enough evidence 
was available, the reception of the new 
product by architects. A key step, because 
a percentage of architects would follow a 
“wait-and-see” policy. Essential here to 
help move these architects into more posi- 
tive action . . . by establishing a favorable 
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acceptance trend for the new product. 

@ Demonstrate Pittsburgh Corning’s 
policy of keeping the new product at a 
high architectural level. Promote this 
through constant reference to the fact 
that the product was available on archi- 
tect’s specification only. 

@ Develop inquiry response for sales 
action. 


Space Ads Kick Off Overall 
Objectives 

The form, format, and copy of the 
space advertising were worked out in 
terms of the overall objective of re- 
establishing the acceptance of glass 
blocks as a desirable building prod- 
uct. 

The introductory advertisement ap- 
peared in the May, 1957 issues of two 
architectural magazines. Every ele- 
ment in the ad served a purpose. It 
suggested curtain wall use with grid 
pattern, invited design doodling by 
starting a block, set the policy that 
the product was available on archi- 
tect’s specification only. 

The second advertisement was run 
in June and July. The ad was de- 
signed to suggest to architects pos- 
sible patterns and textures. The grid 
design was carried over and tied in 
with headline and copy emphasis on 
curtain wall use. The “CGB” trade- 
mark for color glass block was intro- 
duced. 

The third ad ran in November and 
December. As emphasized in the ob- 
jectives, the reporting of an accept- 


ance trend was necessary to move 
“wait-and-see” architects to more 
positive consideration of the new 
product. This ad was designed to 
meet the objective by promoting early 
and favorable response and to empha- 
size building-types where products 
were being used. 
Concentrated Direct Mail Objectives 
Each PC district office submitted 
a list of hand-picked local architects 
for a concentrated direct mail pro- 
gram. 
This list, totaling 2.300, was ready 
well in advance of the introductory 
date. Five mailings scheduled on a 
three-week frequency were prepared. 
The program was designed to ac- 
complish the following direct mail 
objectives. 
@ Preview the new product before it 
was introduced in national advertising. 
@ Distribute a specially-designed archi- 
tectural file folder to be used for filing 
the product mailings that were to follow. 
@ Distribute a variety of pattern-sugges- 
tion cards in four-color, and curtain wall 
application cards. Covering letters to sug- 
gest that the cards be filed in the special 
file folder. This method of distributing 
the four-color “idea” cards would help 
span the gap between ads. It would also 
be much more economical than space ad- 
vertising. 
@ Build local prestige for the product 
through the use of covering letters signed 
by PC’s Vice President. 


Publicity, Sales Aids and Other 
Promotion 


The architectural file folder in- 
cluded all material developed for the 
program and was designed for inclu- 
sion in the AIA file. And PC’s gen- 
eral catalog incorporated information 
on color glass blocks and curtain wall 
application. 

Because of the control policy which 
limited the product use to architect's 
specifications only, the publicity dis- 
tribution was held to architectural 
publications. Even with this control, 
other publications “picked-up” the 
story and ran it. 

To improve strong editorial pick- 
up on the new product in architec- 
tural books, PC arranged a special 
conference with the editors of these 
key magazines. The effort was suc- 
cessful. “Cinderella of the glass in- 
dustry” became the editorial theme. 

Trade show exhibits incorporated 
the new color glass block story. 
Where possible, actual color glass 
block panels were constructed to dem- 
onstrate the in-use effects of the new 
product in curtain wall construction. 

Sales aid material for salesmen and 
distributors included a supply of four- 
color “idea” cards showing color 
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glass block uses and curtain wall ex- 
amples .. . A complete set of Koda- 
chrome slides illustrating color glass 
block panels . . . A sample kit of 
miniature color glass blocks. (The 
frame of the kit opened to permit 
architects to change the patterns.) 
... And a full size sample blocks of 
each color. 

In addition, a very inexpensive Ad 
Memo kept salesmen informed . . . 
Offered sales ideas . . . Reprint 
quotes from call reports to demon- 
strate acceptance, to keep men ex- 
cited. 

To maintain uniformity and take 
advantage of the recognition bene- 
fit of the “CBG” trademark, new 
mailing labels, sample decals, and 
shipping cartons were designed and 
produced. 

And the program was promoted in- 
ternally . . . at practically no cost. 
Two comprehensive memos—one for 
PC salesmen and one for PC dis- 
tributors—were mailed out in ad- 
vance of the national advertising and 
direct mail promotion. These memos 
outlined the entire introductory pro- 
motional program, and made every 
attempt to communicate the feeling 
of a major well-integrated cam- 
paign. 

Samples of all available material 
were attached to each memo. Material 
to be sent at a later date was dis- 
cussed. 

Measurement of Advertising 

Results: 

Here are the major advertising 
results, in relation to the specific ad- 
vertising objectives listed above: 

@ Eleven months after the introduc- 
tion of color glass blocks, a total of 
250 leading architect-specified jobs 
using color glass blocks (in combina- 


tion with standard PC glass block) 


are in process. 

@ A total of 1,819 inquiries on this 
new product have been received to- 
date. Contrasted with the similar pe- 
riod the preceding year, the inquiry 
rate has increased by over 700. 

@ Five known projects using this 
product in curtain walls are now 
under construction in the United 
States and Canada. 

@ The second advertisement, which 
appeared in the June, 1957 issue of 
Progressive Architecture, rated the 
third highest Starch score in that 
issue. 

@ Two of the advertisements re- 
ceived art critic awards: The second 
ad in the series won a merit award 
in the 1957 Chicago Art Director's 
Show. The third was selected for the 
50 Advertisements of the Year by 
the American Institute of the Graphic 
Arts. 

@ The third ad carried the positive 
message that in the first six months 
since their introduction, color glass 
blocks had been specified by over 50 
leading architects. In the four months 
after this ad ran, the count of archi- 
tect-jobs using color glass blocks 
jumped 200 more. This made a 
known total of 250 jobs using the new 
product during the period of this 
entry. 

@ The time-table for the program's 
expected 5% increase covered an 
18-month period. In the first six 
months of the campaign, a total of 
50 jobs using color glass block were 
recorded. In the five months follow- 
ing, 200 additional color glass block 
jobs were booked. This sudden jump 
in job starts using color glass block 
indicates that architectural awareness 
and acceptance is gaining excellent 
momentum. And March, 1958 sales 


figures are 32.7% greater than 
March a year ago. This is signifi- 
cant because the major building sea- 
son is just starting and there are 
seven months remaining to reach the 
estimated increase. 


@ From concept through execution, 
the total advertising campaign was 
designed to establish and maintain 
an environment that would be in har- 
mony with the esthetic values of the 
architect. Within this framework. 
here is a summary of accomplish- 
ments : 

@ PC introduced color glass blocks to 
the architectural audience, and promoted 
the design versatility they brought to glass 
block construction. 

@ PC planted the idea of glass block 
curtain wall design. 

@ PC promoted a variety of design and 
pattern ideas to stimulate the imagination 
of the architect. 

@ PC developed editorial support for the 
new concept to increase confidence and 
build news value. 

@ PC pulled-in heavy inquiry response to 
provide active, interested names for the 
sales force. 

@ PC stressed, early in the campaign, the 
favorable acceptance of the product to 
help overcome resistance of architects fol- 
lowing a “wait-and-see” policy. 

@ PC promoted additional confidence in 
the use of the product by communicating 
the company’s policy, “on architect's 
specification only.” 

@ PC reached a high percentage of the 
reading audience of architectural maga- 
zines through the application of unique 
advertising visual techniques. 

@ PC developed and sustained a high 
degree of excitement and support among 
PC salesmen and distributors through the 
use of four-color literature and a complete 
supply of sales aids. 

This is the way PC vouched for 
the accuracy of the material pre- 
sented in the N.I.A.A. Contest entry. 
It won the coveted Best Seller Award. 
And Pittsburgh Corning’s glad it was 
a “best seller,” indeed. @ 
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CC AN IDEA, develop it into 
a basic format and present it 
properly. This thought has probably 
aided more advertising and promo- 
tion managers in their thinking than 
any other theoretical approach ever 
developed. It has also helped form the 
cornerstone of one of the most suc- 
cessful direct mail merchandising 
campaigns ever presented to buyers 
of curtains and draperies in the de- 
partment store and specialty shop 
field. 

In June 1957, our management 
was faced with a problem to get in- 
creased business. We felt that since 


Reporter's Note: One of the most popular ses- 
sions at New York Direct Mail Day on May 
15th was the afternoon pane! on Retail Di- 
rect Mail. Moderated by Lester Harrison of 
Harrison Services, New York, panel members 
Roy Harris, Advertising Distributors of Amer- 
ica; and William E. Becker, Kenneth Curtains, 
Inc., ad-libbed sound answers to countless 
questions . . . ranging from charge customer 
list handling to catalog production. We were 
particularly interested in hearing young sales 

ti William Becker tell how 


pr 
his manufacturing company is solving an 
age-old problem: getting department stores 
to use manufacturer-created direct mail ideas. 
So we asked Bill Becker later if he'd write 
the story for Reporter readers. Here it is . . . 
telling how Kenneth gets dealer action with 
coordinated fashion planning. 
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This manufacturer’s year-old program 


for dealers grows stronger every season .. . 


HELPS RETAIL DEALERS MOVE 
CURTAINS AND DRAPES 


by William E. Becker 


Sales Promotion Manager 
Kenneth Curtains and Draperies 


COORDINATED FASHION CAMPAIGN 


our budget could not afford a heavy 
cooperative newspaper advertising 
expenditure with our customers, we 
would use the next best medium avail- 
able to retailers—direct mail. Our 
second objective in addition to de- 
veloping a direct mail brochure was 
to combine flexibility with usefulness 
and enable retailers to get additional 
benefits. 

After several meetings with the 
sales and merchandising departments, 
we unveiled the “Kenneth Window 
Fashion Portfolio” which was built 
around a selected group of products 
which had these basic features: 


e@ Each item was highly styled. 

e@ Each item was priced for mass appeal. 

e@ Each item could solve a decorating prob- 
lem. 

e@ Each item was one which consumers had 
not seen before. 


With these qualities, we set as our 
goal a promotion which would appeal 
to buyers and store management, yet 
not be expensive to use and set a co- 
ordinated theme for the curtain and 
drapery department. 

To concentrate upon this portfolio, 
we had as our basic idea the follow- 
ing: 

To help the store promote its curtain and 
drapery departments as a fashion center 
with sound merchandise and decorating 
ideas and which would make it easier for 
the customer to solve her problems. In 
addition, to get away from the so-called 


“Bargain and sale type merchandise” to a 
down-to-earth selling approach which gives 
a department a full mark-up, extra profit 
and. fast turnover. 

As these ideas progressed, we concentrated 
our major effort on giving the store buyer 
an easy-to-use format which he can adapt 
to suit his objective. 


Getting Dept. Store Ideas 


Prior to developing the copy and 
layout, we ran an informal survey 
among department store promotion 
personnel to get their ideas on effec- 
tive methods of presentation. We also 
called in our free-lance artist lan 
Campbell, who having done Master 
Mat promotional compaigns for man- 
ufacturers serving this field, would 
give us tne benefit of their experi- 
ence. With these suggestions we de- 
cided to utilize a newspaper tabloid 
format. This allowed us to present 
the merchandise effectively, in sepa- 
rate page units and gave an extra 
advantage in that we would convert 
the artwork into newspaper mats... 
thereby getting re-use value from our 
budget at practically no large addi- 
tional investment. 

Another tool we developed to help 
stores get maximum mileage from 
their investment was a series of teaser 
ads which they could run in news- 
papers calling attention to the bro- 
chure. 

The results were outstanding 
wherever it was used. For example, 
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at Kilpatrick’s in Omaha, Mr. George 
Redmond stated, “Orders started 
pouring in immediately after it was 
mailed and continued heavy for 
three weeks. Also, traffic was continu- 
ous whereas newspaper ads peter out 
in three days.” 

Meier & Frank, Portland, Oregon 
reported a tremendous promotional 
success when tied in with their cen- 
tennial year program. Don Swanson, 
buyer noted, “On Monday morning, 
customers rushed to the curtain and 
drapery department as if there were 
a sale.” 

These were only a few of the com- 
ments. Many of the stores drew con- 
tinuous returns for weeks, even to 
the point of customers bringing the 
brochure into the store to ask for 
the item. For those who used the 
eight page brochure as a mailing 
piece, it represented a good buy. 
(Sold to stores for slightly over l¢ 
each.) 
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Still Learning New Tricks 
This past spring, based on the ex- 


perience gained with stores we have 
expanded the fashion port‘olio to in- 
clude a mail order coupon, greater 
flexibility in use of pages (4, 8, 12 
or 16 pages), a decorating column 
which can be used over the stores 
signature, providing stores with win- 
dow and interior display ideas, sales 
training helps, publicity releases, 
teaser ads, etc. 


After a year of experience we are 
still learning new tricks and finding 
ways of using this proven format to 
help move merchandise. For example, 
this fall we plan a smaller version 
of the basic tabloid size (11x 14). 
Our purpose in making two versions 
is for those stores whose require- 
ments make it necessary to use direct 
mail in their monthly statements, 
cycle billing procedures, or need 
smaller mailing pieces or cannot af- 
ford a large expenditure in this type 


of promotion. 


Now, our management thor- 
oughly convinced that the old axiom 
“Department stores won't use manu- 
facturer’s promotion ideas” is taboo. 
Properly presented with good copy, 
quality artwork and a wel! thought out 
program . you CAN get ideas 
used. @ 


Va, 4 Above: Spread of the newsprint tabloid direct 
+ ih mail created for department stores shows 
many Kenneth Curtain window designs. Tab- 
loid is supplied with outside wrap-around 
making it self-mailer package. 
Left: Kenneth Curtoin direct mail for de- 
partment stores promotes coordinated win- 
| 
| 
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UPGRADING 


by Paul J. Bringe 
Milwaukee Dustless Brush Co. 


It is not often a letter with as many 
cliches as this comes along. Every line 
is loaded with them. The result is a 
dull succession or words that mean 
little to us because we see them so 
often in run-of-the-mill business cor- 
respondence. Take the first two words 
in each paragraph and string them 
together. Our company, we produce, 
we will, we would, we hope. The 
reader wants you to talk about him 
and if you don’t he won't read. 

This writer has a preference for 
indefinite adjectives and adverbs. Re- 
cently installed, ever increasing, re- 
cent years, considerable work, only 
too glad. He likes to speak passively 
also: has recently, we have done, you 
will be, we may soon. These are 
writing habits that take the life and 
sparkle out of a letter. Exact words 
draw a better picture for your reader. 
Keeping your story happening today, 
now, makes it more interesting and 
easier for the reader to pull your 
meaning off the paper into his mind. 

The letter says nothing that a hun- 
dred other rubber molders could not 
say about their business—and maybe 
say it better. It shouldn't have been 
written because there is no reason for 
writing it, at least no reason from the 
reader's viewpoint. 

The problem here is the writer's 
attitude toward his business. He 
thinks there is nothing very new, ex- 
citing or different about rubber mold- 
ing, and it shows in his letter. Your 
thoughts and feelings about what you 
are selling will show through in your 
letters, not necessarily in the specific 
meaning of the words you use. All of 
us read between the lines whether we 
know it or not—we get a vague im- 
pression of like or dislike without 
knowing why. We get it from the 
writer, of course, because words 
carry overtones seldom defined in the 
dictionary. 

The rewrite uses a small sample to 
get interest and then tells enough 
about it to suggest that rubber today 
is far more versatile than the reader 
may believe. Three phrases set the 
tone: “bouncing collar button,” “hot- 
water-bottle red” and “loaded with 
samples, suggestions and ideas.” They 
tell you the writer likes his business, 
is enthusiastic about it and wants to 
tell you all about it. 
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premum Manacers 
AND MAIL ORDER LIST OWNERS 


We'll pay you cash for your ' 
box tops or inquiry letters. 

The publishing industry needs 
good moil order names. 


how many you have on hand and 
enclose sample of advertising 
moterial which produced the 


Just drop a note telling us I 


ACTIVE 


g ORDER LIST 
241 Lafayette Street 
NewYork 12,N.¥. 


Phone Walker 5-2450 


Write at once for our new circular 
showing how you can get maximum 
benefits from postal expenditures, 
through the use of low-cost, top- 
quality, naturel color advertising 


jCURT TEICH CO., INC.; 
11733 W. Irving Park Rd., CHICAGO 13, 
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Copy” 


A Moithly Clinic: Conducted by Rud 


“But, Where's 
The Order?” 
One of my friends who labors long 


and hard in the direct mail copy vine- 
yard, is testing a series of lightly 
handled letters to customers. The ob- 
ject of the series is to cement good- 
will and encourage customers to send 
orders in by mail, without benefit of 
salesman. 

The replies to this series of letters 
have been going to the boss. On one 
reply handed along to my writing 
friend, a customer had written across 
the letter, “This is a delightful series 
of letters. Interesting. The bright spot 
in my day. Keep up the good work.” 

Before the boss handed the letter 
over to my friend he had written 
under the customer's accolade, “But, 
where's the order?” 

On another of these letters a cus- 
tomer had scrawled, “This is great 
stuff. While we have plenty of your 
(product) on hand to last us for 6 
months, I’m almost tempted to have 
Joe send you another order, but we 
have no place to store it.” No com- 
ments from the boss on this one. 

Good selling? The best! But no 
orders—immediately. But letters 
which bring complimentary responses 
such as those quoted are doing a job 
and doing it well. 

If the “but-no-orders” thinking 
boss will allow the series to continue, 
it will easily pay its way or I miss 
my guess. 

Too many users of direct mail for 
the first time expect it to work won- 
ders—to do as much or more than a 
flesh and blood salesman. 


The same user who discontinues 
his direct mail after the first 2 or 3 
mailings because it hasn’t paid its 
way wouldn't, I'm sure, send a new 
salesman out to make a call and fire 
him if he came back without an 
order. 

But let’s get back to the “boss” 
we've been talking about. Let's as- 
sume he allows the series to continue. 
As time goes on he will get orders as 
a direct result of these mailings. Then 
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will he say “I suppose the letters did 
some good. But Jones is an old cus- 
tomer of ours. He would have re- 
ordered anyway!” 

I'd like to ask that boss something. 
How does he know these customers 
of his would re-order from him? He's 
selling a repeat item which is made 
and sold by at least 15 competitors 
at approximately the same price. 
What makes him think he would have 
got these re-orders “anyway” without 
the friendly reminder contacts made 
by the letters? 

Many users of direct mail should do 
a little soul-searching. When you 
have a product made by 15 competi- 
tors—a product which is essentially 
the same as all the others and sold at 
approximately the same price—why 
does a customer continue to send you 
orders? There's a simple answer. He 
does it because he likes your firm. 
He does it because you give him 
good service. And he does it because 
every month you demonstrate you 
like him—you entertain him, you give 
him a lift every time one of your let- 
ters comes in—you make him feel you 
appreciate his orders. 

Wake up, man. You're not just sell- 
ing a product. You are selling an end 
result, business friendship, confi- 
dence, goodwill. And you are selling 
it to an individual—some human be- 
ing who buys your product for his 
organization. 

So don’t look down your nose at 
letters designed to interest, entertain, 
intrigue with a soft pedal on hard 
seil. 

When a customer compliments you 
on a letter, don’t take the attitude, 
“That's fine. But, where’s the order?” 
The order will come if your letters 
are skillfully written to interest the 


prospect. 


Finkie Wants More 
“Bull Sessions” 


Got a letter from the inimitable 
Finkie—erstwhile with Danuser Ma- 
chine Company—now with Lisle M. 
Ramsey & Associates in St. Louis. 
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He’s also doing yeoman duty to pro- 
mote the DMAA convention in 5t. 
Louis. Like all good promoters he 
wanted me to say something in Reed- 
Able Copy that would urge more 
readers to attend this convention 
whether they belong to DMAA or not. 

Of course, I’m limited in this space 
to discussions of copy only. Finkie 
writes copy—good copy, too. So I'll 
quote from his letter: 

How long has it been since I've told you 
all the late news about our grandkids—or 
took you with me on paper through some 
wild “it could only happen to Finken- 
binder” experience—it's been too long since 
we've discussed a series of letters, even... 
Yes, just too darned long. 

There should be some way to shrink the 
time between DMAA conventions, when 
there is such a good opportunity to get 
together, to kick off our shoes, let down 
our toupee and refill our “well” for the 
months to follow. 

Since you and Henry Hoke first intro- 
duced me to DMAA away back in 1956 I've 
had a marvelous experience “learning from 
the experts” at both conventions. If I live 
to be 100 you can bet there will be a 
string of convention “scalps” hanging in 
my memory as long as from now till then. 

By the way, Bus, have you glanced at 
your calendar lately? Here it is past the 
middle of June—less than three months 
until the big one in St. Louis in September. 
Have you made your hotel reservations 
yet? 
It was my privilege to “set in” with the 
convention planning committee at the 
Chase Hotel early this spring. Man—what 
an ideal place for a convention. Unless I 
sadly miss my guess even you “every year” 
old pros will be in for a real program 
treat. That program committee has been 
“attacking” this program planning re- 
sponsibility with the determination of a 
bulldog ... with one big objective to shoot 
at—WE’LL SHOW YOU IN THE SHOW 
ME STATE. 

My concern is not about the planned 
program. My big concern is how we are 
going to get enough “bull session time” in 
between program “blasts”. I'm told that is 
being considered by the program commit- 
tee as a “must” this year. 


The Best Letters 
Are Rewritten 


Try dictating your direct mail 
copy. 

Peculiar thing—most people dictate 
business correspondence. But when 
they write a sales letter they resort to 
pencil or typewriter. Why? 

Could it be that routine letters are 
often poorly written, long winded, 
not clear because they are dictated? 
Perhaps. 

But, try dictating your sales let- 
ters and mail order letters anyway. 

Several reasons for this suggestion. 
First of all, when you “talk” your 
letters they're likely to be conversa- 
tional or vocal in tone. 

If you've never tried dictating copy 
it will be a new experience for you. 
You'll find your dictated sales letters 


AUGUST, 1958 37 


Auto-Typed Letters | 


Kirban Associates. offers 4 


Auto-Typed letters as low 
as 8 cents per letter (in qty. 
or on contract rates). 1 
letters only 10 cents per 
letter. Price includes 2 per- 


at 
mon por 000 


in 5,000 lots Mounted 
in 1,000 lots | _Eniorgements 


3 & 24 HOUR SERVICE AVAILABLE 


on equipment. Letter 
writing, counselling FREE. 


J 
write 
KIRBAN Associates, inc.: (gigs 
S673 Opontz Phila. 41, Pa. - WAnceck 4-1352 5 


New York 19, 


WE DELIVER WHAT WE ADVERTISE 


... Uf it doesn’t outpull yours! 


IF YOU'RE NOW MAILING TO A LIST OF 
CLASSIFIED TELEPHONE BOOK 
ADVERTISERS, READ THIS: 


Two of the nation’s biggest advertising specialty companies have 
discovered — independently — that only 108 of 956 categories of clas- 
sified telephone book advertisers pull 87% of their sales! 

Together, they requested the W. E. Watson Corporation to IBM-card 
all available names in those 108 categories. In less than a year this 
list of classified advertisers from 4,000 directories has grown to almost 
half a million names. 


Duplicates (9%) and “nixies” (8%%) have been eliminated. 
THIS LIST HAS PROVEN SO SUCCESSFUL WE CAN NOW 
MAKE THIS UNUSUAL OFFER: 


Use only 5,000 of these names in a parallel test against your present 
list of classified phone book advertisers. IF THE RESULTS ARE 
NOT BETTER, RENTAL ON THESE TEST NAMES IS YOURS 
... FREE! 

List rental is $16.50 per M, with realistic quantity reductions. Call 
or write Bill Watson today... 
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23 Hanse Avenue, Freeport, New York 


Unsurpassed in Quality at any Pr eo ae 
| $8.99 per 100 
| 
| FULL COLOR PRINTS ae 
fer every purpose, reste ond budget ; 
A Division of JAMES J. KRIEGSMANN oS: 
tA 165 Wen 46h 
rophers 
| 
| 
| 
| 
= 
| 


Greatest 
Direct Mail Value 
Ever Offered! 


Peucual 


LETTERS 
AS LOW AS 


YOU GET ALL THIS: 


© Letterhead One Color on 25% Rag Bond 
© Salutation Fully Personalized 

© Letter With Typewriter impression 

© Signature in Blue ink 

© Letter Folded ond inserted 

© You Get Printed Envelope 

© Your Postage Applied 


High Speed ADDRESSING 
from PUNCHED CARDS 


Publishers, direct mailers, associations, ad- 
dress directly from Scriptomatic card 
masters (IBM, Remington-Rand, Samas, 
etc.) to tape, wrappers, envelopes, book- 
lets . . . from one machine . . . with these 
advantages: 

1 Low cost card masters 

2 Automatic in-filing and extraction 

3 Mechanized statistical audit. 

Write for File, 
“Scriptomatic Methods” 
SCRIPTOMATIC, Inc. 

300 North 11th Street, Phila. 7, Pa. 


Telephone FRanklin 6-245! 


Home Addresses Are Best 


@ for most direct mai! activities. Eight pieces of mail received in & diffsrent homes will far 
outpul! the same eight arriving together at one company address. 

@ Compilation Engineering provides you with lists where each name has been checked for 
the latest home address. This scientific list building principle also controls the selection 
and source of every name used. 

@ All are identified as Individuals of Above Average Intelligence, Culture and/or Income. 
Each one has disposable income to spend, invest or give. 


“DREY’S SELECTED” 
CURRENT NATIONAL HOME ADD2ESS LISTINGS 


Adults Interested in Social & Emotional Problems 
Architects & Engineers (All Classifications) 
Art Creators & Apprecictors 

Catholic College Alumni 

Civic & Community Leaders National 
College Students at Home Addresses 
College & University Faculty 

Contributors to Cultural & Political Couses 
Home & Garden Enthusiasts 

Ivy League Alumni 

Key Business Executives 

Miscellaneous Alumni 

Music Creators & Appreciators 

Physical Scientists 

“Professionals” (All Classifications) 


Write for full information about these proven lists or any others you require. Please enclose 
a sample of your mailing, or describe briefly what you hove in mind. 
WALTER DREY, INC., COMPILATION ENGINEERS 
MAILING LIST SPECIALISTS 
Brokerage Compilation Research 
257 Fourth Ave., New York 10, N. Y. 333 N. Michican Ave , C'ricagzo 1, Ill. 
Telephone ORegon 4-706] Telephone Financ’al 6-418) 


will run two or three solid pages. Be- 
cause dictating stimulates a flow of 
talk. 

If you're a one-fingered typist (and 
most copywriters are) none of your 
attention is devoted to hitting the 
right key. You look off into space, 
visualize the prospect, concentrate on 
his needs, wants and desires for what 
you are selling, and then talk to him 
about them. 

Words will flow easily. The hard 
work comes when you begin cutting 
what you've said down to size. 

Try it. You may find, as | have. 
that writing by a process of elimina- 
tion after you have all the ideas down 
on paper, makes for tighter writing— 
makes for “vocal” writing—makes for 
more readable writing. 

Your secretary won't like this 
method of preparing copy. But she'll 
get used to it. 

I have every sales letter typed 4 
times. First I dictate to get all the 
benefits, the deal, the sales points on 
paper. Then I start to work with a 
pencil. Eliminate a complete para- 
graph here. Change a word here and 
there. Chop long rambling sentences 
up into small, tight sentences. Then 
I have the revision typed. 

Next comes the scissors. | cut the 
letter into paragraphs and rearrange 
the sequence if necessary. Now it's 
ready to type the third time. 

Still too long. Now the real work 
begins. The polishing and tightening 
process. Cut out every unnecessary 
word overlooked on the original re- 
vision. Perhaps rephrase complete 
sentences or paragraphs... make two 
9-word sentences out of an 18-word 
sentence; a 4 line paragraph out of 
an eight line paragraph. 

Then it’s ready for final typing. Or 
is it? Look it over for the “picture” 
it presents—the spacing of the letter 
on the letterhead. Perhaps further 
cutting and polishing can be done. 
Do it, regardless of the dirty looks 
you get from your secretary. 


Heaven Forbid! 

A young son of a friend of mine 
asked me a serious question: “My 
dad says you are an advertising copy- 
writer. What is a copywriter—some- 
one who copies other people’s ads?” 


Say What 
You Mean! 

Here’s a sign outside a pet shop 
which leaves no doubt about its 
meaning: GET A LONG LITTLE 
DOGGIE—50 PER CENT OFF. 

The office boy didn’t quite say 
what he meant in the following: Of- 
fice Boy: “Someone to see you, sir: 
it’s a gentleman with a mustache.” 
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a hia, 75,000 Society Page Newsworthies 
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Boss: “I’m busy. Tell him I have one 


already.” 


Words To Write By 

“Advertising agencies (and direct 
mail writers) (the parentheses are 
mine} are supposed to be on the alert 
for new gimmicks, for fresh ideas 
with which to identify their client's 
product. Here’s a free tip. Why not 
try honesty! Why not have writers 
write things which they, themselves, 
can swallow?” From THE LITTLE 
GAZETTE, house organ edited by 
Gerald Horton Bath for Judd & Det- 
weiler, Inc. printers of Washington, 


D. C. 


A CRUSADE 
FOR ADVERTISING 
PEOPLE 


Reporter's Note: Read this interesting let- 
ter from Bruce Andrews, sales promotion 
manager, Stran-Steel Corporation, Detroit 
29, Michigan. The Advertising Federation 
of America should get behind this idea. 
Dear Mr. Hoke: 

Much has been said recently con- 
cerning methods of eliminating the 
economic recession our country now 
finds itself in. I have a system I’ve 
been using for several years that, if 
applied through the efforts of all per- 
sons in the advertising world, would 
not only help to alleviate the current 
recession but would do much to pro- 
mote advertising in general. 

For years I have been writing and 
producing direct mail campaigns and 
one of the most discouraging phases 
of my very interesting job is the fact 
that no one knows what results are 
obtained by our programs other than 
the 1 or 2°% of inquiries we normally 
receive. What happened to the other 
98% who did not mail in a card? 
Did they call or did they just drop in 
and make a purchase without a men- 
tion of where they learned about the 
product? This problem, of course, is 
even more acute in other forms of 
advertising, such as billboards, news- 
papers, radio, TV, etc. 

My system is simple. Whenever I 
make a purchase as a direct result of 
an ad or commercial I personally tell 
the person from whom I’m buying 
that I came in as a result of his ad. 
For example in the last year I have 
had occasion to purchase three major 
items for my home . . . 1. carpeting, 
2. a garage, 3. wrought iron railings 
for my porch. In each case I re- 


sponded to an ad that led me into a 
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particular business firm. My carpet- 
ing purchase resulted from a local TV 
commercial—I spoke to the owner of 
the floor covering shop and told him 
why I had come in. The garage pur- 
chase resulted from a newspaper ad 
—I told the contractor why | pur- 
chased his garage. The wrought iron 
railings were purchased through a 
direct mail piece I'd saved for over a 
year—once again I told the store 
owner what had motivated me to buy. 

This system of mine, if applied cor- 
rectly, will help to alleviate the na- 
tion’s economic doldrums and also, 
at the same time, help to promote the 
advertising profession in general. 
Here’s how it could work. If every 
person connected with any form of 
advertising, such as people working 
in agencies, newspapers, radio, tele- 
vision, magazines or working in ad- 


vertising departments of industrizl 
concerns, re.ail stores, etc., would 
make a concentrated effort to teli the 
advertiser that he or she bought his 
product because of his advertisement 
it would do four things. 


l. It would encourage the advertiser and 
make him realize that his advertising doiiar 
was being weil spent. 

2. It wouid stimulate the advertiser to pos- 
sib.y increasing his advertising efforts—re- 
suiting in more sales thus helping our sag- 
ging national economy. 

3. it would simplify the agency, magazine, 
radio and television advertising salesmen’s 
job when trying to sell extra space; thereby 
giving more creative people jobs and in- 
creasing the purchasing power. 

4. It would help make the individual carry- 
ing out this type of program realize what 
an important field of endeavor he or she is 
working in and help to stimulate their own 
personal interest in their particular job. 


I know this idea sounds rather far 
fetched upon first reading it over but 
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ATTENTION: 
LETTERSHOPS 


This year... 
Prove to yourself . . . to your customers 


“Next to a Handshake 
Your most personal greeting is a 
LETTER” 


You know it . . . your customers and friends know it . . . 
and you both agree your HOLIDAY GREETING is best 


GOES HOLIDAY LETTERHEAD! 


with that .. . extra beauty of design 
warmth of colors 
feeling of friendliness 
Select your favorite design from among 50 full color .. . 
GOES HOLIDAY LETTERS . . . with harmonizing enve- 
lopes. Suggest letters and illustrated samples are available 
from your Lettershop or Printer. 


GOES LITHOGRAPHING CO. 


42 WEST 61st STREET CHICAGO 21, ILLINOIS 


Order your FREE sample kit of GOES 
HOLIDAY LETTERHEADS Now! 


AND 
PRINTERS 


A note on your company letterhead will 
bring the money-making GOES HOLI- 
DAY LETTERHEAD sample kit to you 
in a hurry. It FREE... DO IT TODAY! 
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CUT YOUR 
MAILING 


CosTs! 
WITH THE 


This portable table SAXMAYER 
Model No. 6 is especially adapted 
to tie letter mail—also designed 
for general purpose tying of bun- 
dies in any sequence up to 6” high 
without adjustments. Adjustable 
legs and casters available at a small 
additional cost. 


All SAXMAYER tyers are noted 
for SAFETY — t tie rel 

where needed; SIMPLICITY — all 
working parts are interchangeable ; 
not only attractive in appearance 
but also EFFICIENT — fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 


Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 


DEPT. M 
NATIONAL 
BUNDLE TYER CO. 
Blissfield, Michigan 


NOW AVAILABLE — 
IMPORTANT MAILING LIST 
OVER 225,000 UNIVERSITY 


FACULTY MEMBERS 


THE EDUCATIONAL DIRECTORY is a com- 
plete, accurate and intelligently classified list 
of college and university personne! in the 
United Stotes. Over 225,000 names ore ciassi- 
fied into five mojor divisions: nities, 
Physical Sciences, Social Sciences, Biological 
Sciences, and special and general libraries. The 
nomes ore obtained from lists used by the 
institutions themselves, and further sub-classi- 
‘ied to insure occurote moiling. Lists — on 
Addressograph tes — ere constantly cleaned 
ond rent for $14.00 per thousand — about 
10% rent for $20.00 per thousend. The Educo- 
tional Directory is owned by the Associotion of 
Americon University Presses. For a descriptive 
booklet, write — 


THE EDUCATIONAL DIRECTORY 
5750 Ellis Avenue, Chicago 37, lilinois 


if you stop and think about the many, 
many thousands of persons who are 
involved some way or another with 
advertising and how many products 
they buy as a result of an advertise- 
ment, what a tremendous impact 
would be felt by advertisers every- 
where if they all started to follow this 
system religiously. 

I am passing my thinking along to 
you with the hope that this plan will 
stir your imagination as it has mine 
and that you will want to promote it 
to your many avid readers; if not 
with the purpose of trying to bolster 
our national economy, to stimulate 
people connected with advertising to 
a point where they will willingly pro- 
mote our own business. 

All of us, no matter how small our 
job may be, certainly hold a stake in 
one of America’s most honored pro- 
fessions — Let’s promote ourselves 
and be prosperous. 

Sincerely yours, 

STRAN-STEEL CORP. 
(signed) Bruce Andrews 

Bruce Andrews 

Sales Promotion Manager 


WORTH 
THINKING ABOUT 
SERIOUSLY 


One of our favorite house magazines is 
“Back Talk,” edited by the boss of his own 
agency, Joe Kesslinger (37 Saybrook Place, 
Newark 2, N. J.). Joe really back talks 
courageously on nearly every subject under 
the sun. We liked his recent “Signs of the 
Times” in issue #96. Read it carefully. 


Signs of the Times 


Come on — shake the lead out — 
the business turn is on the way. In- 
ventory liquidation has reached a 
peak. At the present rate of liquida- 
tion, inventories can be wiped out in 
six months. When retailers find their 
shelves empty, they will have to buy. 

General Electric, Worthington, Du- 
Pont, Union Carbide and Alcoa re- 
port that turn in business activity has 
already occurred, or will in a very 
short time. 

Believe it or not more individuals 
are employed or are getting benefits 
than was the case a year ago. 

Just how big do you think the de- 
cline in disposable income has been 
since last summer? Only a little more 
than one percent. 

The annual rate of defense spend- 
ing is going up $1 billion in the sec- 
ond quarter and it will continue to 


rise through fiscal 59. Aircraft pro- 
duction rose in March. Public works 
expenditures are increasing at a rate 
of over $2 billion per year. Housing 
starts will doubtless show an upturn 
as a result of the easier credit and 
new legislation. 

If business is alert, it will take a 
deep breath and try to learn from 
what has been happening. | give you 
no Marxist bull about inevitable de- 
pressions every ten years. But the 
plain fact of the matter goes deeper. 
American business is obsessed with 
the idea that it must drive ever up 
and up. This is a commendable goal, 
except when it resorts to cheap qual- 
ity and shoddy merchandising to 
achieve its purpose. 

The motivational research boys 
kept telling the auto makers that the 
American consumer is always striv- 
ing for prestige. Give him a bigger 
and flashier car. It helps him achieve 
status. Remembering Chrysler's fiasco 
with a smaller, poorly-styled line, the 
car producers went on a binge. Gar- 
ages weren't big enough to house the 
gleaming monsters that rolled off the 
assembly line. And the price tags shot 
up into the stratosphere. 

It's too bad that so much of our 
economy depends upon the motorcar. 
Without it, much of contemporary 
suburban living would not be possi- 
ble. Even so, you can squeeze the con- 
sumer just so much. He doesn’t care 
a hoot if Ford outsells Chevrolet, or 
vice versa. He has had his fill of 
monthly time payments. When he fin- 
ally gets his bill of sale, he looks 
around and finds that new car prices 
are higher. So he shrinks from getting 
himself bogged down again for 
another 24 or 36 months. He lays off 
buying a new car. It makes him feel 
good not to have to shell out 80 bucks 
a month to the finance company. 
About 60° of cars are bought on 
time. 

The funny part of it is that the MR 
boys are right. The consumer does 
crave status. but not when it threatens 
to put him in the poorhouse. Thus, 
the small cars got a big play, not be- 
cause people really prefer these booby 
traps, but because the aura of pres- 
tige and the high price tags on the 
Jags made all small cars socially 
acceptable. 

It is a fact that the motorcar in- 
dustry cannot guarantee quality, with 
the exception of Rolls Royce, which 
is not a factor. Every car carries a 
budget, paid to the dealer to tighten 
bolts and fix the crude workmanship 
that came out of the factory. I don’t 
have to tell you that the dealer does 
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very little until the buyer squawks. 
And if the deficiency doesn’t show up 
until the warranty period has passed, 
you're just out of luck. This isn’t 
only true of so-called “low-priced” 
cars. My muffler fell right out on the 
road—and this is a $6,000 car less 
than a year old. 

The motorcar industry isn’t the 
only one that will face a buying strike 
on the part of the public. Appliances 
in general are so miserably rotten 
that the public is fed up. If you think 
this is an overstatement. | shall be 
glad to print chapter and verse on a 
whole list of appliances — washer, 
dryer, refrigerator, ironer, etc., etc. 

It’s a sad fact that all the beautiful 
words and all the clever commercials 
and all the visual selling gimmicks 
just don’t make a product good if it 
is put together with spit on the assem- 
bly line with a what-the-hell attitude 
—“Let the service people worry about 
it.” 

Yes, they rail against inflation, but 
create inflation by everlastingly in- 
creasing prices. They pontificate 
about quality, but in their hearts they 
must know it’s sheer hypocrisy. 

It’s easy to blame it all on labor. 
Doubtless a lot of it is labor's fault. 
But men like Walter Reuther and 
George Meany have illusions of labor- 
statesman grandeur. They should be 
made to see that shabby work is hurt- 
ing their own interests. They should 
institute an educational drive to en- 
courage labor to do a more honest 
job. 

The public is always caught in the 
middle. It has no spokesman. It is 


not articulate. It doesn’t even plan to 
go on a buying strike. It happens 
when thousands of people, fed up, dis- 
illusioned and suspicious, decide sim- 
ultaneously to exercise the only 
weapon they have—withholding their 
patronage and coddling their dollars. 

It’s a tribute to the sturdiness of the 
economy that it can bounce back. 
But unless industry profits from this 
lesson, look for worse squalls in the 
future. 


WHAT’S WRONG WITH 
AMERICAN PAVILION 
AT BRUSSELS? 


Here’s part of an interesting report 
from Theodore Handelman, direct 
mail counselor (1123 Broadway. 
New York, N. Y.), who recently re- 
turned from Brussels. 

The controversial American Pavil- 
ion at the Brussels World’s Fair could 
benefit greatly from the use of good 
direct mail. 

Regardless of what you may read 
in newspaper columns here, the 
American Pavilion is definitely a flop 
as far as influencing Europeans is 
concerned. 

The comment of many Europeans 
with whom I have discussed it is— 
“It's beautiful on the outside, but 
there’s nothing much in it.” 

There is, surprisingly enough, a 
deliberate reason for the type of con- 


tents in our Pavilion. The Deputy 
Director in charge of the Pavilion 
briefed the group I was traveling 
with as to the purposes of the ex- 
hibits. 

And these purposes have some 
merit (although, to my way of think- 
ing, they are vague and not attuned 
to the European audience)—but in 
no way are they explained to visitors! 


And here is where direct mail, or 
good direct advertising, could save 
the day for the Pavilion. 

What is lacking is something to 
explain the purposes of the Pavilion 
to visitors. A well-written directmail 
piece, (booklet, folder and/or letter) 
would do the job. 


Just before I left Brussels I learned 
that an explanatory booklet had hast- 
ily been rushed into print. I read it— 
and it was a sad job: full of gobble- 
degook, cold and stilted in tone. 


Here was a situation that called 
for a friendly letter of welcome, to- 
gether with an informal booklet that 
would, in effect, take the visitor by 
the hand for a tour around the Pavil- 
ion and explain the meaning of the 
exhibits, most of which, to the Euro- 
pean eye, are a hodge-podge. So 
much topflight direct mail talent here 
that would have been glad to volun- 
teer services—yet the Deputy Director 
had the gall to say to our group, in 
effect.—“we did not consult any ad- 
vertising men.” 


Reporter's added note: And that’s the 
trouble with a lot of cold and stilted direct 
mail...the planners do not consult top- 
flight direct mail talent. 


WHAT DO YOU READ? 


If you are in the men’s or women’s wear business, in the 
footwear field or the home furnishings business, chances 
are you read one or more of the Fairchild Publications. 
We know those fields thoroughly and the people in them. 
Our men are out in those markets continually. That's 
why our mailing lists in the fields covered by the Fair- 
child papers are unsurpassed; why we guarantee them 
95% accurate. If you can use over 100,000 executive 
names — retailers and manufacturers — call the one 
source that has them. Call Fairchild. 


FAIRCHILD Mailing List Division 


A division of Fairchild Publications 


7 EAST 12th STREET, NEW YORK 3 e AL 5.5252 
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Before you 
make your 


next mailing 
. . CHOOSE 
FROM THE 


“BILLION 


MAIL ORDER BUYERS, 
INQUIRERS and PROSPECTS 
For an immense fund of data and 
MOSELY custom-prepared LIST 
RECOMMENDATIONS, simply send 
us in confidence a detailed letter about 
your list problems along with sample 
mailing pieces, ads, etc. NO COST 

OR OBLIGATION. Write: 


MAIL ORDER 
7 LIST SERVICE. Inc. 
MAM ORDER LIST HEADQUARTERS 
Dopt. R-55 
38 Newbury St., Boston 16, Mass. 
Charter Member Nationa! Council 
of Mailing List Brokers 


MEET ME in ST. LOUIS! 
We're working on a real 
trouble-shooting program 
for Circles of 
More about it later. See 
you in St. Louis? Fine! 

Betty Reskem, Program Committee 


REUBEN CONNELLEY 
SURVEYS MAIL 
FOOD SAMPLING 


A survey to measure consumer 
response to mail sampling of a food 
roduct has been completed by The 
Sakon H. Donnelley Corporation, 
Chicago. 

A. M. Andersen, executive vice- 
president of the company, said that 
his organization mailed a sample 
package of a recently introduced 
chocolate powder mix to 2,000 ad- 
dresses of middle and upper income 
families. In the subsequent survey, 
these householders in a Midwest city 
were matched with another 2,000 lo- 
cal addresses, none of whom received 
the product sample. The product had 
been brought into this market several 
months prior to the survey. Its ar- 
rival was accompanied by substantial 
newspaper advertising. 

“The speed with which new prod- 
ucts can reach the kitchen table for 
trial is very important in the com- 
petitive food field.” Andersen said. 
“We wanted to determine the effect, 
both in product awareness and prod- 
vet purchase, of the extra push pro- 


vided by the sampling.” 

A one-page questionnaire was then 
mailed to ail 4,000 addresses. It fol- 
lowed by about one-month the mail- 
ing of the sample. Several “filler” 
questions about other food products 
were included to disguise the purpose 
of the survey. The number of people 
filling in and returning the question- 
naire was approximately equal for 
both sampled and control groups. 
Actual reply rate was 47.8 per cent 
of those who had been sampled and 
46.6 per cent of those who had not. 

In the questionnaires, the new 
chocolate mix was named and the 
question was asked, “Have you ever 
heard of this product?” Tabulation 
of replies showed that 74 per cent of 
the sampled householders said they 
had heard of it, while affirmative an- 
swers totaled 53.1 per cent among 
those who had not received a mail 
sample. 

The people who knew of the prod- 
uct were also asked if they had ever 
bought it. In the sampled group, 13.9 
per cent replied that they had pur- 
chased the product once and 19.8 per 
cent said they had purchased it two 
or more times. Corresponding replies 
from householders who had not re- 
ceived the sample were 9.6 per cent 


A PRODUCT OR A SERVICE 
BY MAIL OR HOUSE-TO-HOUSE 


Here Is A Proven 


DIRECT MAIL 


SELL 


Package PROMOTION 
(Ready To Mail—Ready To Ship) 


If you have a mailing list and want a collateral 
item with proven results, here is a Nationally 
Advertised, prestige, wanted and dependable 
tool ensemble of exceptional value and full 
mark-up. (Proved by important companies in 


dozens of fields). 


Write today for sample mailing and complete 
information on how to get profitable results 
from your mailing list with minimum effort and 
with our warranty of NO MERCHANDISE 


LEFTOVERS. 


ALTHEIMER & BAER Inc. 
400 NORTH WELLS STREET, CHICAGO 10 
America’s Largest Merchandisers of Promotions 
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and 15.8 per cent. 

“It was apparent from the study 
that public awareness of the product 
was boosted by the sample distribu- 
tion,” Andersen said. “And the fact 
that about 34 per cent of the sampled 
householders reported at least one 
purchase, against about 25 per cent 
in the other group. indicated that the 
sample mailing also increased con- 
sumer purchase of the product to a 
substantial degree.” 


HOW NOT TO 
GET A JOB 


There must be something wrong 
with their school system . . . when stu- 
dents are not taught how to seek jobs 

. or at least, how to be polite. 

A friend of ours in the midwest 
ran a blind ad searching for new 
female office help. He received the 
following letter from a grade school 
graduate handwritten sloppily on 
lined note book paper. 

Dear Sir: 

I am writing to yon to see about that job 
you had in the paper last week's edition. 
Is it still open or not. Here the things I 
would like to know about the job. 

l. The wages you pay 
. The hours I work 
. What days do I have off 
. What would I have to do 
. Your address & phone no. 

Would you please let me know immedi- 
ately if the job is still open. 

Sincerely yours, 

What a way to seek a job. Or 
maybe the young lady is just hope- 
less. 


Vie wh 


AWARDS CONTRACTS 
FOR FASTER 
MAIL HANDLING 


A $1,509,000 Post Office Depart- 
ment contract for extensive research 
and devel.pment of automatic letter- 
sorting machines has been awarded 
to Pitney-Bowes, Stamford, 
Conn. A $1,200,000 contract was also 
given to the Burroughs Corporation 
of Detroit to build and install, from 
design concepts of the National Bu- 
reau of Standards and the Rabinow 
Engineering Company of Takoma 
Park, Md., 10 mail-sorting machines, 
the first scheduled for installation in 
the Detroit post ofhice in August, 
1959. 

The Pitney-Bowes contract calls 
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CATALOG _Printed 2 Colors 
$ 9 x 12—$7.75 M 
Send sample | bom Min, 
2 of your size Other sizes from 3 x 734 
r and printing 7 
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B. VERNER & CO., INC. § CARDINAL ENVELOPE MFG. CO. 

52 DUANE ST.. NEW YORK 7« BA 7-1466 -7 Oxk Strect - 5. HU 9-2232 


“TIRED BLOOD”? 


Let Bott give your advertising a FRESH 
approach, rejuvenating that stale theme 
and worn-out copy. 


“Chat Fellow Bott’’s. 


Leo P. Bott, Jr., 64 E. Jockson, Chicago 


PERSONAL CONSIDERATION of your mailing 


list requirements . . . always with your interests 


for.. 


in mind. 


PERFECT COORDINATION of every step in 
your list rental schedule . . . from order to 
follow-through. 


PLANNED CIRCULATION — planning to give 
your direct mail the most effective possible 
distribution. 


P. S. Are you on our list to receive the special 
studies we are sponsoring on THE FUNCTION OF 
MAILING LISTS IN DIRECT MAIL ADVERTISING? 
They are being written by some of the country’s lead- 
ing direct mail experts and will be ready for distribu- 
tion beginning in September — FREE, OF COURSE. 
Phone or drop us a line today. 


PLANNED CircULATION 


A List Broker Dedicated to the Customer’s Interests 
19 West 44th Street, New York 36, N. Y. MUrray Hill 7-4158 
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RIP- 
21P! 


ZIP-OPENERS offer 
extra convenience 
and impact . . . get 
attention, action and 
provide “opening 
insurance.” 
ZIP-OPENERS tie in 
with catchy copy 
leading to the 
string . . . and have 
actually increased 
returns as much 

as 20%! 

Let this latchstring 
bid welcome to 
your message. 


Send for free 
brochure and samples. 


onnelly 
rganization, Inc. 


MArket 7-8133 


ATALOG 


OF GRAPHIC ARTS 


Hundreds of wood and 
metal type faces, thous- 
ands of items for every 
graphic arts use. One of 

the largest, complete, illustrated cat- 
alogs in entire history of the indus- 
try! Send $2.00 to cover cost of print- 
ing and mailing — REFUNDED 
WITH YOUR FIRST ORDER! 


AMERICAN WOOD TYPE MFG. CO. 


Dept. R 42-25 Ninth St.. L. 1. City1, 


All details handled by moil 


ORVILLE E. REED 


HOWELL, MICHIGAN 


Winner of two DMAA Best of Industry 

Awords . . . Dartnell Gold Medel. . . 

Editor of IMP, “The world’s smallest 
house organ” 


DMAA CONVENTION 
(Continued from page 29) 

“on the town” for local events, such 
as night baseball, dramatic and musi- 
cal performances, for which the host 
city is famous. In addition, through- 
out the 3-day convention, there are 
numerous cocktail parties and _re- 
ceptions which will provide a full 
round of social activity after the reg- 
ular sessions. 

You'll really be shown in the show- 
me state...so plan right now to 
**Meet everyone in St. Louis.” 
DMAA’s 4st promises everything St. 
Louis has to offer...except, of 
course, the blues. @ 


NUTS AND BOLTS 
(Continued from page 25) 
mail campaign. 
@ In two year’s time, Albany has 
become the second largest supplier of 
headed and machined fasteners. These 
results are more than significant due 
to the fact that they have used no 
space advertising except for some 
small ads in a few industry directo- 
ries. The heart of their entire adver- 
tising and promotion effort today is 
still the interesting, entertaining and 
creative direct mail character series. 
Did someone say industrial direct 
mail should stick to nuts and 


bolts? @ 


for the design, development and pro- 
duction of two manufacturing proto- 
types of mail-sorting devices. These 
coordinate single, modular, letter-sort- 
ing machine units into groups capa- 
ble of handling vast quantities of 
mail in large post offices. PB will 
also do work in the field of coded 
addresses for fully automated letter- 
sorting. 

The Burroughs machines, each 
having up to 12 keyboards, will sort 
3,000 letters per hour per keyboard 
to 300 different destinations. The 
machines will be 74 feet long by 15 
feet wide by 11 feet high. 

Two earlier semi-automatic mail 
sorting machines are already in test 
use. One, a Dutch-built machine 
called the Transorma, was installed 
by Pitney-Bowes in the Silver Spring, 
Md. post office in May, 1957. The 
other, a Belgian-made machine, was 
installed in May of this year by the 
International Telephone & Telegraph 
Company in Washington, D. C. With 
5 and 6 keyboards, respectively, each 
machine sorts about 3,000 letters per 
keyboard per hour. 


CONGRATULATIONS 
TO AN OLD 
HOUSE MAGAZINE 


Fifty years ago the first issue of 
The Houghton Line, house organ of 
E. F. Houghton of Philadelphia, was 
mailed to 2000 customers and pros- 
pects. It was written by Charles E. 
Carpenter, president of Houghton. In 
size, make-up, and content it was 
much like the booklet you are now 
reading. 


The Line, with a circulation of 
200,000, is now written by Major 
Aaron E. Carpenter, who became 
president of the company when his 
father died in 1929. 

As a house organ editor, I have 
long admired the Carpenters because 
they set a high editorial standard. 
There is never anything cheap or 
trashy in The Line. By its continuous 
publication on a large scale, others 
were encouraged to publish house 
organs as a way of keeping old cus- 
tomers and getting new customers. 

On this golden anniversary | greet 
the Major, a genuine Philadelphia 
gentleman now in his 75th year, with 


respect and affection. 

Reporter's Note: We can go along with this 
deserved salute...written by William 
(Bill) Feather in his July 1958 issue. 


SQUELCHING 
THE HECKLERS 


Paul Bringe at Milwaukee Dustless 
Brush Co., Milwaukee, recently re- 
ceived a letter from a leading grower 
and shipper of cherries in Michigan. 
It read: 

Please remove our name from your mail- 
ing list. From now on, we will give our 
attention only to First-Class Mail or Air- 
Mail. All other letters will go into the waste 
basket ... UNOPENED. 


If your message is not important enough 
to merit First-Class Mail, then we feel that 
it is not important enough for us to take 
the time to read! 

Paul’s two-page answer (sent by 
first class) was a lulu. With tongue- 
in-cheek, he supposed the writer 
would refuse all magazines at second 
class and all local papers at free-in- 
county rates. Extending the principle 
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further, he should refuse all Western 
Union nightletters because they are 
sent at reduced deferred rates. Paul 
also mentioned a number of candy 
companies using the heckler’s cher- 
ries who employ third class mail to 
dispose of a big bulk of their prod- 
ucts. 

Maybe all of us should adopt a 
similar practice of writing logical 
letters to those who complain about 
direct mail. There's an oil outfit in 
San Antonio, Texas, which should 
get its comeuppance. The secretary- 
treasurer is sending mimeographed 
form letters asking to be taken off the 
list to avoid bother of “throw-away 
mail.” 


THE CUSTOMERS 
STAY HOME 


Reporter's Note: Thanks to “Key Notes,” 
newsletter of American Mail Advertising, Inc., 
610 Newbury St., Boston 15, Mass., for telling 
ws about this new switch in retail selling. 

Most supermarkets run Thursday 
newspaper ads and time mailings to 
arrive at the home on Thursday in 
time for the week-end buying rush. 
This advertising is designed to build 
store traffic. 

Now . . . here’s a switch. Hazan’s 
Telephone Supermarket in Los An- 
geles uses direct mail to keep the 
customers at home! 

Morris A. Hazan has built a direct 
mail-telephone supermarket grossing 
2.5 million a year, with nary a 
customer entering the store. His 3,000 
customers sit in the privacy of their 
homes, study direct mail advertising, 
and then telephone in their orders. 

Hazan’s customers, the carriage 
trade of Los Angeles, receive a mail- 
ing each week describing the store’s 
delicacies. Prices listed for all stand- 
ard merchandise average 15°% lower 
than comparable supermarkets. 

Telephone order takers record the 
orders. Hazan’s trucks deliver within 
a fifteen mile radius of the “store.” 
Ten order clerks are required to han- 
dle the rush of incoming calls. An 
order received at 9:30 A.M. is de- 
livered before 2:00 P.M.: recorded 
by noon, before five. The customers 
pay one monthly bill. 

In an age when suburban house- 
wives find it difficult even to fight 
traffic to the store’s parking lot, an 
alert merchandiser found a way 
through direct mail to make life easier 
. and make money in the process. 
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Rates $1.50 per line $1.00 Situation/Help Wanted Minimum 4 lines 


Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


ADDRESSING PLATES 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy guaranteed. 
POLLARD-ALLING—3 line proofed and linked 
$27.50 per M. 

Advertisers Addressing System 

703 N. 16th St., St. Lovis 3, Mo. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 E. 40 St. 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


field. Individual lists of clergymen, laymen 
and laywomen, Religious Education Directors, 
Bible Teachers, Chaplains, Youth Leaders and 
mony others. Write for free brochure “Pro 
testant Religious Lists”. Macfarland Company, 
Box 540-D, Westfield, New Jersey. 


Direct Mail Proven Buyers. Over 790,000 Alpha- 
Geo Nomes. Buyers of Books and Magazines 


CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker-—TODAY 
or Tobe’s, St. Catharines, Ontario 


DIRECT MAIL CREATION 


EFFECTIVE DIRECT MAIL MATERIAL written 
and designed by mail for firms from Maine to 
California. Write for information about my 
personal service, by mail. Raymond Lufkin, 
Tenafly, N. J. 


FOR SALE 


4 Station Phillipsburg inserting machine taking 
up to 6 x 9 envelope. Or will trade for a 
standard 6 station. Reply Box No. 72, The 


Sanmayer No. 6, mail ond pockage ‘Ter. Ex- 
cellent condition. $150.00 F.0.B. Marshfield. 
Midwest Distributors, 215 West Third Street, 
Marshfield, Wisconsin. 


MAILING LIST WANTED 


Wish to rent or buy mailing list of metol- 
working manufacturing plants and/or stamp- 
ing plants. Montgomery Eng’g Co., 1111 
French Rd., Detroit 34, Mich. 


FREE MAILING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesa!ers-Manufacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 
48-01 42nd St., Long Island City 4, N. Y. 
STillwell 4.5922 


ond Speedaumet plates. Also, mail bag 
racks, Tying machines, Sealers, Folders, Letter 
Openers and Pitney Bowes. Mailers, 40 West 
15th Street, New York 11, New York. 


OFFSET CUTOUTS 


Stock pr tional headings for eapredun 
tion. OFFSET SCRAPBOOK No. 1 containing 
1,500 classified specimens, only $2.00 post- 
poid. A rich source of practical help and in- 
spiration. Thousands in use. Available also 
ore books tai tional art, car- 
toons, borders, panch, | type fonts, holiday 
ort, etc, at newly reduced prices. Free descrip- 
tive folder. 

A. A. ARCHBOLD, Publisher 
P.O. Box 20740-K los Angeles 6, Calif. 


SPEEDAUMAT ZINC PLATES 


New York's biggest and best embosser ploces 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Dey and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 5éth Street, 
New York. JUdson 6-3530. 


STICKER-LABEL IDEAS 


For profit, economy, efficiency. Product, direc- 
tion, shipping labels; good-will stickers etc. 
Catalog. IMPRINT of Emporia, Kansas. 


WANTED Tro suv 


A Mail Order Busi or corr d 
course, active or inactive. Armstrong Enter- 
prises, 520 N. Michigan, Room R-930, Chicago 
11, Minois. 


MISCELLANEOUS: 


WANTED 


Tying Machine for Lettershop 

Jones Printing Company 
1817 Vinton Street 
Omaha 8, Nebraska 


Fun Pkg., SILLY SIGNS & SLOGANS. Hand let- 
tered, vari-colored cardboord, aver. size 9” / 
5”. Good for bulletin board, conversation 
piece, etc. Promotion possibilities. Pkg. 12, $1. 
p.p. Original with RAY THOMPSON STUDIOS, 
Wyncote, Pa. 


| 
| i 
300,000 carefully selected names in Protestant ~ 
on Gardening, Forming and Health. Active oF. 4 
ond clean expires. Your Broker knows ovr re 
reputation for results. Rodale Press, Emmaus, | hate 
Pa. 
REBUILT ONE YEAR GUARANTEE. 
Addressographs, Graphotypes, Speedaumat, 
Elliott Machines. Also plates, stencils, frames, , 
trays, cabinets. Embessing Addressograph 
— 
Seventh Street, Garden City, New York 
4s xi 


Direct 


LSTINGS OME UNE PER 
PER UNDER GPECIAL 
$39.00 oR YEAR 


ADORESSING 
Address-O- Hite Stencil & Co., Inc 23 N.Y¥.C. 10 
160 


Creative Mailing Service 
Mailers 26 “Sterling Street, 
S. Mailing Service.. 16030 Ventura Bivd., Encino, Calif. 
ADDRESSING MACHINES 
Approved Business Machines Co...19 Hudson St.. New York 13, N. Y. 
Eiliett Addressing Machine (o..155A Albany St.. Cambridge 39. Mass 
Mailers ipment Co. W. 15th N. 11, N. 
Mechanic's Business Machine Corp..30 E. 10th Street, New York, N. ¥ 


ADDRESSING PLATES AND EQUIPMENT 
The Pengad Companies Pengad Building, Bayonne, New Jersey 


ADDRESSING — TRADE 
Addressing Unlimited... Flushing. New York 
Belmar Typing Service 1lith St., Richmond Hill 18, N. ¥ 
Rae Lewis Addressing Schenectady Avenue, Brokiyn 3, N. ¥ 


ADVERTISING ART 

A. A. Archbold, Publisher. P. O. Box 20740, Les Angeles 6, Calif 
ADVERTISING BOOK MATCHES 
Match Corp. of America. 3433-43 48th Pi. Chi. 32. Mi. 
ADVERTISING SPECIALTIES 
Piexo-lettering Co.. Ine. 905 East 46th Street, New York 17, N. ¥ 4943) 
ANALYSIS, CONSULTATION, COPYWRITING 

Troy M. Rodiun, T. & D. Rodlun, 1832 M S&t., N.W., Wash 6, D.C. -3433) 


AUTOMATIC TYPEWRITING 
Carison Automatic Typewriting Service. 3744 N. Clark St., Chicago 13, IL 17-5496) 
Charlotte Letter Writing Co., Inc.. 101 Wilder Bidg.. Charlotte, N. C 6-3558) 
Commercial Mailings East STth Street. Los Angeles. Calif. (LU 99-2442) 
Daa 918 North Fourth Street, Milwaukee 3. Wisconsin 
Ine 5673 Ogentz Ave.. Philadelphia 41. Pa. (HA 4-1358) 


. 2105 Avenue. Wisconsin (CH 4-137T) 
Photo Eng. Moran Eng. 44 W. 28, N.Y.C. 1 (MU 8-8585) 
Review Associates ossccce Battle Creek, Mich. 
224 Tth, Garden City, N. Y. 


Rea: ership of Direct Mail 
Solves Management Problems 
Think About Showmanship in Direct Mail 
To Think About Mail Order . 
To Think About Production and Mailing.. 
To Think About Industria! Direct Mail 


BUSINESS FORMS 
Carteret Printing 480 Cana) Street. N. (WO 6-1454) 
Alfred Allen Watts Co., Ine. Allwood P. . Clifton, New Jersey 


CATALOG PLANNING 
101 W. 55th St.. N. ¥. 19, N. ¥. (PL 71-1967) 


CHRISTMAS STATIONERY 
2025 South Cooper Street, Arlington, Texas (CR 5-2207) 


COLLECTIONS 
...9 Yates Street, Schenectady 5, New York 


COPYWRITERS (Free Lance) 
14235 Maenolia Bivd.. Van Nuys. Calif. (ST %-2433) 
2222 Olive Street, St. Louis. Mo. 
106 N. State &t.. Howeli, 
107 West Téth Street, New York 23, N. Y. ist ™ 2921) 


DIRECT MAIL AGENCIES 
Abrend Assortetes. Ine 691 Madison Ave... N. C. 22. (PL 1-0812) 
American Mat! Advertising. Inc 410 Newhury Street, Roston 15. Mass 
Teo Rett Jr 64 Jackson Blvd. cn 4. Ti. (RA T- 
The Buckley (rzeniration Phila. Nationa! Bank Bide.. Phila Pa. 
Lawrence G. Chalt & Co 745 Fifth Averwe, New York. New York (PL 
hase Direct Mail Service Cup. 12 44th St.. New York 17. N. ¥ 
Nirkte-Raymond. Ine 470 Atlentioco Ave., Roston 10, Mass 
Nickie-Rawmond. Ine S Park Ave.. N. Y. 17. N. Y¥ 
175 Atlanta 3. Ga. 
Tuffy ora NW. 4th St 
Rert Cermise Wate Ave v 
Gen. Office Service, Inc...1355 New York Ave. N “ Washington, D.C 


Catalog Planning Co 


The Newbern Conmpany 


Sig Rosenblum 


210 Bast 50th Street, New York 22 
Hickey - Murph Dis. ‘of James Gray, Inc...216 E. 45th St., N. 
John M. Lord - 171 Newbury Street, Boston 16 
McVicker & Higginbotham 211 EB. 40th St.. New York 17 
431 Howard Street. Detroit 31 


7 Central Park W 


Repiy-O Products Co....... 
Responda- Letter > S. 
Responda - Letter Firun Avenue, New 
Richardson-Shaw Inc. . ..15555 W. MeNichols Ra 
W. Jackson Bivd 
153 W. St 

San Francisco 


DIRECT MAIL CONSULTANTS 
16030 Ventura Bivd.. Encino, 


DIRECT MAIL EQUIPMENT 
- Street. Long Island Y 
23 Pulaski Chicago 39. Ill 4 
Phillipsburg 
Th 


an 
.Blissfield, Michigan 
Roc 


Ce. 
Wiset Division. 
“310 N. St, 


ELLIOTT STENCIL CUTTING 
nees Service, Inc.. 50-15 Me... 6. | N. Y. 


Allee Busi 
Creative Mailing Service...... N. Main 
Elliott Addressing Machine : 7 Leonard St.. New York 13, N. Y. 


ENVELOPES 


The American Products 
Envelope Eerrace. Southern Bied at MeClerg Youngstown, Obie 
Pr. 


483 Keosauqua Way, Des Moines 
. Michigan Ave., 
..4175_N. Kingshighway, St 
50 Vanderbilt Ave 
2139 Howard St. 
City Envelope 3001 N. Rockwell St 
O'Hara Envelope ( 500 N. Sacramento Bivd.. Chi 
me Gray Envelope Mig "Ge. 55 Sard St.. Brooklyn 32. N. ¥ 
4500 Cortiand Chi. 3. Til 
T2 Clartesa St.. Rochester 14. N. ¥ 
600 seth St.. Cleveland 14. 0 
19th & Campbell Sts.. Kansas City. Mo. 
270 Madison Avenue, New York 16. N. Y 
3542 N. Kimball Ave.. Chicago 18. Til. 
22 Monitor St.. Jersey City, N. J 
New York Chicago 
Springfield 2, Mass 
14700 Dexter Bird., Detroit 32, Mich. 


ENVELOPE SPECIALTIES 
Ave.. W._Hartfor 


lope Corp. 
Garden City Envelope Co.. 
Heeo Envelope Co... . 4500 Cortland St 
Tension Envelope Co Kansas City Mo 
The Sawdon Ine... .. Levin New York N. 
The Wolf Fnvelore Co... 2749-81 E. 22nd St., Cleveland 1, 


FOREIGN MAILINGS 


United States Pnvelope Co.. 
States Envelope Co.. 
Wolf Detroit Envelope Co. . 


rm 
Pak Direct Mail & Executive Gifts . Raadhusgt. 


INSERTING SERVICE — AUTOMATIC MACHINE 
Automatic Mailing Elizabeth. N. J 
Bonded- Nationwide... . 
Coupon Service Corp 
Creative Matling Service... 
Lambert Mailing Company... . 
Mailings Incorporated........ 
Merit Mailers... 
West. Emp. Dir. Adv. Co. 


INVISIBLE INK LETTERS & POST CARDS 
119 4 Ann Street, Hartford 3, Conn 


LABEL PASTERS 
281 North St.. Teterboro, N. J 8-1941) 


N 
612 Howard St.. San Francisco 5, * Sanit: 


Potdevin Marhine Co. 
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N. X. (PL 
% = > Mass. (CO 7-1020 
OR 2-3900) N. ¥. (PL 3-7285) 
ST §-1252) Mich, (WO 1-947) 
CA 6-6233) (ES 
cu 
Smith, Hagel & Koudsen. Inc..30 Bast 60th Street. New York 22. N. Y. (PL 613) 
aes Tallman, Smith & Associates 410 N. Michigan. Chicago 11, Dl. (WH 6) 
(HE 6-5625) 
(HI 5-3191) Robt. W. Gilbert........ Calif. (GE 1-3241) 
(V1 6-5322) Lawrence Lewis & Assoc... N. ¥. (OR 7-868) 
(DL 2-4793) 
American Wood Type Mig 
Auto-Typist .........+. 
Bell & Howel] Phillipsbur 
B. H. Bunn Co 
hoes 4 Felins Tying Machine Co. 131) 
Friden Calculating Machine iro, Calif. 
Nationa! Bundle BL 162) 
Photestat Corp.. 4 New York 
Pitney-Bowes, In (FI &-2621) 
Seriptomatic. In Pa. (WA 2-4218) 
(FR §-4830) 
(WA 5-1372) 
TR 6-3686) 
Ber mes pany 1 (WA 4-4400) 
The Bos Enveiope Co ch wm. Mass. (FA 5-6700) 
a San ‘ Bovelave 360 Furnan Brook N. ¥ TR 5-6285) 
AT 8-5737) 
TA 6-7360) 
EV 3-3700) 
JA 2-1221) 
Postal TA 5-2700) 
Reporte 7-3600) 
Dogs That Trees NE 8-1200 
How To Get The Right Start in Direct Advertising 200) 
How To Think A Direct Ma 8 
i = HA 6-2404) 
Hom E 2-621?) 
secs ee TR 
RE 6-7211) 
weit BA 
DI 1-2221) 
AL 
...... (NE 8-1200) 
(CA 17-2400) 
. . (PL 5-2516) 
(PR 1-8470) 
Publim Y. (SC 2-0010 
DeMut sterdam, Hollanc 
Glenn L. Anderson F 8, Oslo, Norway 
Tom A. Foley 
Orville E. Reid....... 
80 F-48219) 
on 
FR 
ME 
WA 
(GA T-8500) 
M. BE. Moss & Co. (JA 3-6505) 7) 
........ 
+ é 


LABELS 


Allen Hollancer ine..... .385 Gerard Ave., New York _N. ¥. (MO 5-1818) 
lv Bast 49th St, York 17, N.Y. (PL 1-3040) 


Dennison lee Framingham, Mass. 3 $511) 
Tompkins Label ‘Service. .Franateru anu Allegheny “Aves., Phila, 34, Pa. 9-6878) 


LETTER GADGETS 


...45 W. 4th St, N. ¥. 36, ¥. (JU 2-2186) 

Straub & Co......... 342 South wearborn St., Chicago (WA 2-1881) 
LETTERHEADS 

Brunner, Inc., Printers-Lithographers, 1010 Jefferson Ave., Memphis, Tenn. (BR 2355) 

LETTERS 

8. Sangamon St., 7, LL (MO 6-9878) 

Hesponda-Letter........... 20 Fifth Avenue, New York 36, N. ¥. (MU 7-6358) 
MAGAZINES 

The Kiwanis Magazine.......... 520 North Michigan Avenue, Chicago 11, Illinois 


MAIL ADVERTISING SERVICES (Lettersheps) 
BROOKLYN, NEW YORK 


Valeo Reproduction & Mailing Service, Inc.......1715 Avenue Z (35) (SH 3-5235) 
CLEVELAND 

Cleveland Letter Gerv.. Inc.......... ...740 W. Superior, (13) (SU 1-8300) 
Robert Silverman, Inc............ ceeseses 1270 Ontario Street (SH 1-6575) 
DETROIT 

Advertising Distributors of America, Inc 4444 Cass Ave. (1) (TE 3-0500) 
Advertising Letter Service 2990 Jefferson East, (7) (LO 71-9535) 
R. L. Polk & Co.. ; .431 Howard St. (31) (WO 1-9470) 
EAST ORANGE. NEW JERSEY 

Merit Mailers 26 Sterling Street (OR 2-3900) 


ELIZABETH. NEW JERSEY 
Automatic Mailing Service 
HOUSTON 

Premier Printing & Letter Serv 
LITTLE ROCK. ARKANSAS 


829 Newark Ave. (EL 4-3887) 


620 Texas Ave.. (2) (CA T-4145) 


Personalized Letters Inc.. ...-404 E. Capitel Avenue 
LOS ANGELES 
Krupp’s Ady. Mailing Serv 2390 W. Pico Bivd. (6) (DU 5-5421) 


The Mailing House 1019 N. Madisen Avenue, Los Angeles 29, Calif. (NO 5-4271) 
MARION, OHIO 

Fulfillment Corp. America 
MIAMI. FLORIDA 

Ace Letter Service Co ° 
MILWAUKEE, WISCONSIN 
The Carr Organization. ..1319 North Third Street, Milwaukee 12, Wisc. (BR 6-4246) 
WEW YORK CITY 


. 381 W. Center St. (Tel: 2-1187) 


3800 N.E. ist Avenue (PL 17-4577) 


Advertisers Mailing —_ Inc..45 West 18th St.. New York, N. ¥. (AL 5-4500) 
Ambassador Letter Serv - ll Stone St., (4) (BO 9-0607) 
Century Letter Co.. Inc 48 2ist (10) (AL 4-8300) 
Chase Direct Mail Service Corp 12 EB. 46th St. (MU T-2930) 
Cireulation Associates 1745 New York, N WU 6-3530) 
Mary Ellen Clancy Co. 2 Park Ave. (17) (FU 6-7833) 
Service Corp 37? Bast 18th St. (OR 353-0160) 
Mailings Incorpor West 13th St. (WA 99-5188) 
Mailograph Company 39 Water 9-TT77) 
The St. John Assoc. Inc TS W. 45th St, (36) (JU 2 4) 
Surety Letter Service T East 4 7) 
PHILADELPHIA 
Connelly Organization. Inc ...1010 Arch St.. (7) (MA T-8133) 
Weodington Mail Advertising Serv " 1304 Arch St.. (7) (RI 6-1840) 
PITTSBURGH 
Advertisers Associates Inc . . 1627 Penn Ave., (22) (AT 1-6144) 
ROCHESTER 
0000000000000 15 South (4) (BA 5-6340) 
SAN FRANCISCO 
The Letter 67 Beale St. (SU 1-6564) 
MAILING LISTS — BROKERS 
Archer- Bennett List Service, Inc 140 W. 55th N. ¥. 19, N. ¥. (JU 6-3768) 
George Bryant & Stal. Tl Grand Avenue, Englewood, N. J. (LO 17-3200) 
George Bryant & Stat ; 215 W. Tth St.. Les Angeles 4, Calif. (VA 9868) 
The Coolidge Co., Inc 125 East 2ird St, N. ¥. 10 (AL 4-88T0) 
dable Mailing Lists Ine 381 4th Ave. N. ¥. C. 16 (MU 4-4991) 
Walter Drey, Inc 333 N. Michigan Ave, Chi. 1, DL (PI 6-4180) 
Walter Drop, Inc 257 4th N. ¥. 10, N. ¥. (OR 4-7061) 
Guild Co... 160 Engle St., lewood. N. J. (BR 9-0461) 
Walter Kari, Inc. 23 EB 26th N. ¥. 16, N. ¥. (OR 98-7850) 
Lewis Kleid Co. ....25 West 45th St.. New York 36. N. ¥. (JU 2-0830) 
Willa Maddern, Inc. on 215 4th Ave., N. Y¥. 3, N. ¥. (SP 17-7460) 
Mosely Mail Order List Serv 38 Newbury St., Boston 16. Mass. (CO 6-3380) 
Names Unlimited. Inc 352 Fourth Avenue, New York 10. N. ¥. (MU 6-2454) 
D. L. Natwick Co. 136 W. Sind Street, New York 19. New York (CO 5-8616) 
People in Places, Inc... 41 Fifth New York 3. N. ¥. (GR T-3774) 
Planned Circulation 19 West seth Street, New York 36, N. ¥. (MU 17-4158) 
William M. Proft Associates : Main St.. Bast Orange, N. J. (OR 3-2283) 
Roskam Advertising. . PO. ‘Box $55 Kansas City 41. Mo. (TA 2-1881) 
Sanford Prans & Co... 156 Lombard Av.. Winnipeg 2. Man... Can. (WH 2 
William Stroh. Jr..... 568-570 Sath St.. West New York. N. J. (UN 4-4 
James E. True Assoc . 419 4th Ave, N. ¥. 16, N. ¥. (MU $0058) 


MAILING LISTS — BY SUBJECT 
FOR LIST SOURCE. COMPARE NAME IN PARENTHESIS WITH LISTING 
BELOW OR COMPILERS & OWNERS 


Direct Mail WUWeers........... 18.500 (Reporter of DM) 
Financial Lists E-% Adchiressing Service 
Fund Raising Lists. (Wm M Proft Associates) 
New Car Buyers Midwest end Western States Gile Letter Service) 
Pet Shops, 6000; Pet supply jobbers, 221; Cat breeders. 7000 (All Pets) 
Public Relation & Promotion Lists (Wm. M. Proft Associates) 
MAILING LISTS — COMPILERS & OWNERS 
Active Equipment Supply... .1308 Jericho Tok.. New Hrde Park. (FI 3-4702) 
Active Mall Order List Co. “an Lafayette Street. New York 12. N. ¥. (WA 5-24658) 
Albert Mailing Lists . 120 Liberty St.. N % (R® 2-7573) 
Allison Mailing Lists Corp.. 896 Lexington Ave... N. (TE 2-8420) 
All-Pets Magazine, Inc T4 Darline Place, Fond Lac (WA 2-0080) 
Assoriated Advertising Serv..... 613 Willow St.. Port Huron. Mich 5-TTTS) 
of 501 Preston St.. Baltimore 2. Md. (VE T-0400) 
Broadway, N. Y. 13. N. (WO 4-S58T1) 
Dispatch FE. 23rd St.. 19. (OR 9-325) 
Burckler-Dement....... Jackson Rivd.. Chicago 6. Til. (HA 
Catholic Laity 45 West 4%th St. N.Y §-4490) 
4 


Creative Mailing Service 400 Main 
Directory 


Freenort (PR 
of Assns. Gale Research Co. 1116 Book Tower, Detroit 26. Mich. (WO 1-5340) 


333 N. Michigan Ave., 
Walter Drey, Inc........... 257 Ave., Y. 


Ready Mailers, Inc.... Park Avenue, Long Beach, 

E—Z Addressing Serv........... 83 Washi. sgton St, N. 

Fairchild Lists, Fairchild Publications sm.... 12th N. 

Gile Letter Service....723 Third Avenue Sou.b. iis 

Fritz Hofheimer....... B. 2nd N. 

Industrial List Bureau......... 

Jewish Statistical Bureau... 3.0 ‘Broadway, New York 

Mail Advertising Corp. of America N * 

Manpower, Inc........... Home Office—820 x i 

140 Offices in Major Cities See Yellow Pages for Local i 

Market Compilation Bur. 10561 Chandler Bivd., N. Hollywood, 71-5384 

Merit Mailers --.-26 Sterling Street, East nee. J N OR 2-3900) 

Official Catholic Directory. 12 Barclay St.. N . (BA 

2432 Grand Concourse, N re. (SE 3-2446) 

Paramount Matiine ‘Lasts. A TT-14 138th St., Flushing 67 .N. Y. (JA 6-8472) 

R. Howard Street, Detroit 31, Michigan (WO 1-9470) 

w. Pon = 44 Honeck St., Englewood, N. J. (EN 4-5200) 

William Associates 585 Main St., Bast Orange, N. J. (OR 3-2233) 
Rashm 5410 Cahuenga Bivd.. N. Hollywood, Calif. (PO 6-9539) 

at. of Direct Mail Ady 24 Tth St.. Garden lm N. Y. (PI 6-1837) 

+ Projects, Inc. 55 West 13th St.. New N. ¥. (JU 2-0830) 

address Co. Island City N. ¥. (ST 4-5022) 

William Stroh, Jr... .. fest New York, N. J. (UN 4-4800) 
Watson Corp....... 23 Hanse Ave., . N. ¥. (CPR 98-8312) 

Zeller and Letica, Inc............... 15 East 26th St., N. ¥. 16, N. ¥. (MU 56278) 


MAIL ORDER CONSULTANT 
Herbert L. Kellner & Associates, 431 S. Wabash Ave., Chicago 5, Til. (HA 1-4] 44) 
MANUFACTURERS—ADDORESSING MACHINES & ACCESSORIES 
Pollard-Alling Mig Uo........... 220 W. 19th St, N. ¥. 11, N. ¥. (CH 3-062) 
MARKET RESEARCH — STRATIFICATION 
Samuel Fitzsimmons & Co...545 Fifth Avenue, New York 17, New York (MU 17-6865) 


MERCHANDISE FOR DIRECT MAIL 


Altheimer & Baer, Inc....... .404 N. Wells Street, Chicago 10, IL (WH 4-2100) 
MIMEOGRAPHING-OF FSET 
Surety Letter Service........ «-«-T East dlnd Street, New York, N. ¥. (MU 2-5377) 
MULTIGRAPH SUPPLIES 
Chicago Ink Ribbon Co...........-. .19 S. Wells Street, Chicago 6, IL (ST 7800) 
OCCUPANT MAILING LISTS—LOCAL & NATIONAL 
Advertising Distributors of 834 Bagley Ave., Detroit 26, Mich. 
26 Sterling St., Bast N. J. (OB 2-s¥00) 
Western Kmpire Direct Ad Co....612 Howard Street, San Fran. 5, Calif. ‘ea i- 8500; 
PACKAGING 
Coupon Service Corp... . ST East 18th St., N. ¥. 3, N. ¥. (OR 3-0160) 
PAPER MANUFACTURERS 
Writing Paper Corp....... Holyoke, Mass. 
Appleten Coated Paper Uo. ...l20 N. Meade St., Appleton, Wis. (41454) 
Byron Weston Company Dalton, Mass. 
Curtis Paper Company Newark, Delaware (EN 8-8561) 
Eastern Corporation onstee ..Bangor, Maine (Tel: 8221) 
Esi Manufacturing Company ...Turwers Palls, Massachusetts 
Paper Limited... .. 420 Lexington Ave., N. ¥. 17, N. ¥. (LE 23-0580) 
C. Hamilton & Sons Miquen, Pa. (1V 38-3160) 
Hawthorne Paper ( ° Kings Highway, Low 99, Mich. (FI 5-1163) 
Howard Paper Mills, tee 5 Columbia St., Dayton 7, Ohio 
International Paper Co... 220 E. 42nd N. ¥. 17, N. ¥. (MU 232-7500) 
Kimberly -Clark Cerperstion. Neenah, Wisconsin (PA 2-3311) 
Mead Papers, Inc........ eee 118 West First Street, Dayten 2, 0 
Mohawk Paper Compeny...... ..Cohoes, N. Y. 
Neenah Paper Co Neenah, Wis. (Tel.: 2-1521) 
Nekoosa -Edwards Paper Ce. Port Edwards, Wis. (Tel: 3111) 
Peninsular Paper Co Ypsilanti, Mich. (HU 2- 2600) 
Paper ©o Kalamazoo, Mich. (FI 2-0151) 
Rising P Co . Housatonic, Mass. (HO 47) 
The Sor, Com: 


lll W. Washington, Chicago, Ti. (FI 6-4768) 
PERSONALIZED GIANT GRAMS 


Wausau Paper Mills co. 


Sande Rocke & Co.. Inc....... 91 Tth Ave., N.¥.C. 11 (WA 4-1551) 
PHOTO ENGRAVERS 
Horan Engraving Co., Inc........ 44 W. 28th St.. New York 1, N. ¥. (MU 98-8585) 
PHOTOGRAPHERS 
Copy Art.............165 West 46th Street, New York 19, N. (PL 17-0233) 
POST CARDS 


Colourpictures Publishers 390 Newbury Street, Boston 15, Mass. 
CURTEICHCOLAR 3- * by Curt Teich & Co., Inc 

733 W. Irving Park Read. Chicago 13. Ilinols (BU 1-0606) 
Halo-Color 141 King Street. San Francisco 7, California 

PRINTING EQUIPMENT 
B. Verner & Co.. Ine. 52 Duane Street, New York 7. VN. ¥. (BA T-1466) 
PRINTERS — LETTERPRESS & LITHOGRAPHY 
Paradise Printers Paradise. Pa. (OV 17-3209) 
PRINTING-OFFSET LITHOGRAPHY 

(Gees Lithographing Co. 42 West 61st Street. Chicago 21, Til 


SALES AND MERCHANDISING CONSULTANT 


Ralph T. Curtis 903 E. Powell Avenue, Evansville 13, Ind. (HA 2-3794) 
SEASONAL STATIONERY 

National Creative Sales Inc... . 18 B. 48th St., N. 17, N. ¥. (BL 5-0025) 
SIGNS — PRESENTATIONS 

Stewart Signs. . -..+.P. O. Box 901, Newark 1, New Jersey 


STENCIL CUTTING AND LIST MAINTENANCE 
Clear Cut Duplicating Co 149 Broadway, New York 6, N. Y. (DI 9-4668) 


SUBSCRIPTION FULFILLMENT SERVICE 


Globe Fulfillment Corporation... ..--148 W. 23rd St., N. ¥. C. 11 (OR 5-4600) 
HOUSE MAGAZINES 

‘The Co. 9900 Clinton Rd.. Cleveland 9. 0. 1-41°2) 

The Henry F. Henrichs Publications, The House of Sunshine Litenneld th (296) 


TRADE ASSOCIATIONS 


Aseociated Third Class Mall Users, 1406 G. St.. N.W.. Wash. 5, D. Cc. (EF 8.9447) 

Mail Assn 57th &t.. N. ¥ (MT 

MASA Internation 120 James Detroit 35. wor (UN 4-2545) 

Nat'l Council of "List 55 W. 42nd St.. N. 36, Y. (PE 6-0615) 
TYPOGRAPHERS 


Rapid Typographers. Ine. 305 East 46th St.. N. Y. 17. N. (MU 8-2445) 


i Chi. 1, IL (FI 6-4180) ia 
: 
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solved at last! 


Eternal, described by Mr. Webster as being “everlasting, existing 
at all times, continuous” ad infinitum, at last is solved. 


The triangle being, of course, you (the direct mail advertiser), the 
vehicle (or envelope) that carries your message to the third point, 
His Majesty the prospect. 


While His Majesty may be willing to buy, first he must be reached. 
He must be attracted and impressed by the envelope, so that he 
will open the envelope and read your message! 


Cupples-Hesse provides the kind of envelopes that compel your 
prospect to stop, open the envelope, read the message, buy 
something. 


Ask for samples of our envelopes and you'll see why they solve 
the eternal triangle by making not only a friend, but a customer, 
out of the third party! 


¢ 


Visit us at DMAA—Booth #451 
St. Louis—September 10, 11, 12—Chase Hotel 


offices in principal cities 


CUPPLES-HESSE CORPORATION 

4100 North Kingshighway, St. Lovis 15, Missouri—EVergreen 3-3700 
CUPPLES-HESSE CORP. of Michigan 

3635 Michigan Ave., Detroit 16, Michigan—TAshmoo 6-7360 


CUPPLES-HESSE CORP. of lowa 
1485 Keo Way, Des Moines 14, lowa—ATlantic 8-5737 
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NOT MUCH TIME for anything else this past month 
other than working on a feature report about the new 
postage rates. Actually, | started planning and gathering 
material on it last February, but slowed up while the 
Congress debated. 


Soon as new rates became law, I wrote personal letters 
to 250 leaders among producers, suppliers, creators and 
users of direct mail . . . covering as many different fields 
as possible and both large and small companies. Asked for 
(1) opinions or guesses on how new rates would affect the 
overall direct mail picture and (2) suggestions on ways 
to counteract or overcome the increases in mailing costs. 
In the meantime, members of The Reporter staff inter- 
viewed many other people personally and noted their 
suggestions. 


I received more than | bargained for. Hundreds and 
hundreds of opinions and suggestions on the hot sub- 
ject. It was a headache getting them all down on cards 
...Shuffling and reshuffling; weeding out duplications 
and separating into logical classifications. And then what? 
The final manuscript, boiled down to the bone ran to 
29 solidly packed pages . . . too long to print in The 
Reporter and useless if cut any further. It’s the first time 
in more than 20 years I’ve slaved over an article and then 
couldn't print it in our own magazine. 


So ... the original manuscript has been reproduced by 
offset as a special report. It will be used as a project report 
to members of the Direct Mail Advertising Assn. Copies 
will be available for $1 to anyone else who thinks they 
need it. Send request to Garden City office of The Reporter. 


Briefly, however, these statistics should interest you, as 
they did some of the visiting frontporchers: 27% of our 
correspondents thought the new postage rates would cause 
a decrease in direct mail volume, but some of those quali- 
fied opinion by saying decrease would be temporary and 
volume would bounce back after adjustments; 24% pre- 
dicted an increase in volume due primarily to better quality 
and effectiveness; 45° said the new rates would make no 
difference in their use of direct mail. Increases would just 
have to be absorbed; 4% hesitated to predict what might 
happen, but gave helpful suggestions for counteracting the 
increases in cost. 


The final report has 275 separate quotations from the 
experts, including 185 specific brainstorming suggestions 
on “what to do” under eight classifications, such as overall 
policy, routine correspondence savings, alternatives, plan- 
ning and testing, formats and production, special mail 
order problems, copy and lists. 


Of course, The Reporter in the future will pass along 
in case history form many of the ideas in the original 
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The gist of conversation about this and that 


FRONTPORCH 
SCUTTLEBUTT 


with visitors to the Editor of The Reporter 


report. It may prove to be a guide or checklist of editorial 
content for years to come. Hope so. 


ONE OF THESE DAYS, we'll probably wind up as a 
country of incurable neurotics . . . if the trend toward 
recordkeeping continues. Do you know how bad it is? 
Get yourself a copy of Part II of Federal Register for 
May 13, 1958 (15¢ from Superintendent of Documents, 
Washington, D. C.). Forty-six pages of small type lists 
all the rules and regulations (backed by laws) of 26 dif- 
ferent government agencies, explaining what records we 
the citizens must keep and for how long we must keep them. 
Just for the heck of it . . . we spent a half-hour or so count- 
ing them. Total . . . eight hundred and sixty-three (863) 
separate regulations and retention timetables. Treasury 
Department has the most . . . with 318 “do this’s or else.” 
Rules cover all classes of citizens and types of enterprises. 
Farmers must go nuts . . . with 138 different forms and 
recordkeeping requirements. Importers, manufacturers, 
shippers have 53 recordkeeping requirements from Com- 
merce Department in addition to 318 for the Treasury plus 
slews of orders from the Department of Labor. Strangely. 
the Post Office Department has only three recordkeeping 
requirements . . . covering postage meters and apartment 
house mail receptacles. 


But reading through these 863 regulations makes me 
frightened for the future. Our grandfathers were not so 
burdened. If the trend keeps up, we'll all have to give up 
and be content to be recordkeepers . . . fearful that the next 
knock on the door or phone call will be a demand by a 
government investigator for records we didn’t know we 
had to keep, or have thrown away as uselessly cluttering 
up storage space. Wonder how many billions are wasted 
each year in recordkeeping and maintenance. What we 
need is a new Department of Cabinet Rank . . . a Secretary 
of Simplification. 

Of course, we've been talking about federal regulations 
only. Most of the states and some countries and cities 
have similar requirements, which make life even more 
complicated. At least, the accountants must be happy. 


SPEAKING OF REGULATIONS . . . some of the front- 
porchers were interested in Dave Garroway’s editorial 
beef on the Today program the morning after Elfrida 
Von Nardoff lost her championship during her 21st weekly 
appearance on the Twenty-One Show. Of course, she 
walked off with about $220,000. Sounds big, but is it? 
Dave lamented the fact that after the Treasury Department 
got its bite, Elfrida would have very little left, as she would 
be in the 91% tax bracket. Actually, by the 1957 printed 
schedule Elfrida, if she can qualify as head of a household, 
would have to pay $173,480 income tax, which would leave 
her $46,520 out of the total $220,000. But is that fair? 
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Here is a bright girl who has trained her mind all her life. 
She has spent her money on education and research. She 
or her family paid taxes on that money. She got her big 
chance this year. Her winnings would make her inde- 
pendent for life . . . recoup the cost of education . . . but 
she has to pay out nearly four-fifths of the income for 
taxes. We agree with Dave Garroway . .. it just don’t seem 
right. There should be a fairer way. 

There have been numerous cases of men in high places 
who wanted to write memoirs, making deals with tax off- 
cials either to deduct expenses for education and research 
or to spread out income over a period of years in order 
to - into lower percentage brackets. 

e whole subject is brought into the spotlight during 
these days of lurid headlines concerning graft, influence 
buying, evasion of taxes, Fifth Amendment protection 
and all the mess surrounding the boiling hot scenes in 
Washington. 

Maybe Elfrida Von Nardoff would be unable to answer 
one important question: “Where can she find the top man 
in Washington to influence a fairer decision on how much 
of her winnings she can keep?” Certainly, some influence 
for good is needed to get a reappraisal of our tax structure. 
Income tax regulations plus most of the other regulations 
mentioned previously are an invasion of privacy. Soon 
we'll have no privacy left. 


ANOTHER GARROWAY SHOW produced a lot of 
laughs, but possibly headaches for the producers. Occurred 
when the old warhorse H. V. Kaltenborn appeared just 
before his 80th birthday to chew the fat on his lifetime 
of commentating. He really blew his top when he blasted 
news commentators or reporters for injecting commercials. 
Kaltenborn said he had always refused to give commer- 
cials; thought it was unethical; that editorial material 
should be entirely separate from advertising; that news 
reporters lost their stature or authenticity when they 
change suddenly from editorial to advertising in same 
voice, etc. Dave looked embarrassed and possibly was . . 
for he had to go into a commercial right after the interview. 
We like television and don’t like to see it condemned (as 
some of the newspapers are doing—see Short Notes) but 
the powers-that-be could improve the situation by forcing 
a stricter code. Have commercials handled by entirely 
different people other than the news reporters or the actors. 
It’s downright silly to have a drama interrupted by the 
chief character giving a pitch for the sponsor. Let's keep 
advertising and editorial separate . . . in magazines, news- 
papers and over the air. Only medium which can’t do it is 
direct mail . . . its’ all commercial. 


FOLLOWUP ON SHORT NOTE appearing on page 
10, June 1958 Reporter . . . about a Steve Johnson who 
— a “Handy Rent All Shop” in White Plains, N.Y. 

eord from Steve . . . and he reports mailings very suc- 
cessful. Only advertising . . . a sign in front of his store 
and a 1,000 mailing of same cartoon circular every week 
for eleven weeks . . . completely covering homeowners in 
immediate area. Not in phone book . . . as business started 
only April 1 of this year. Has 170 steady customers al- 
ready and more coming every day. Direct mail piece was 
designed by Phil Hustis, a local and successful free lance 
artist. Just goes to show that even the most economical 
direct mail will work for local service shop if kept up 
consistently. 


PHILATELIST HERMAN HERST, JR., Shrub Oak, 


N. Y., sent me an old book which I enjoyed reviewing. 


Written in 1912 by W. H. Gantz (who called himself The 
Man on the Ladder). It is titled: “Postal Riders and 
Raiders.” A 360-page documented tirade against mem- 
bers of Congress in general and the then Postmaster 
General, Frank H. Hitchcock, in particular. The verbal 
attacks on postal rate legislation, Post Office accounting, 
faked “deficits,” glaring inefficiencies, free services, etc., 
were more violent than anyone can think up today. The 


Man on the Ladder was really shooting from the hip. 


REREAD ANOTHER OLD BOOK this month . . . and 
got a big kick out of it. Should be digested by every ad- 
vertising person ...especially the younger generation. 
“Obvious Adams” is the name of the story written by the 
well-known Robert R. Updegraff. Originally appeared in 
the Saturday Evening Post in April 1916. A fable about 
the life of an advertising man who became famous be- 
cause he always did the obvious thing, which was usually 
simple, while others tried for complicated answers. The 
story itself immediately became famous. 

Harper’s brought out a book version in late 1916. Since 
that time two other publishers reprinted. For past five 
years it’s been out of print . . . but when Bob Updegraff 
sold his printing plant and pamphlet business to Maynard 
Sundman of Executive Development Press, Inc., Littleton, 
N.H., it was decided to revive the Obvious Adams fable. 
It is now in paper-bound pamphlet form. Price $1, with 
lower prices for quantity orders. But the story itself is 


priceless. Suggest you all read it. 


TIME FLIES. Doesn't seem possible that it’s coming 
close to a year since we all were conventioning at the 
Sheraton-Park in Washington, D. C. And inside a month 
after you read this we will be settled at the Chase-Park 
Plaza Hotel in St. Louis, Mo., for the Mail Advertising 
Service Assn. convention (Sept. 5-8) and the 41st annual 
convention of the Direct Mail Advertising Assn. (Sept. 
10-12). Incidentally ... this will be my 35th year of at- 
tendance at both conventions. And I’ve loved them all. . . 
except for the headaches of getting ready to go... and 
then writing hurried reports. 

Right now, both the Garden City and Clearwater offices 
are up to our necks preparing the special pre-convention 
issue . . . always a big one. Always, some sort of crisis 
comes up as deadline nears. If we all look a little groggy 
when you see us in St. Louis . . . you'll know the reason 
why. Be sure to come up to The Reporter suite to relax 
between sessions. Relax ? 


Good luck always, 


3 Bluff View Drive 
Clearwater, Florida 
Telephone: JUniper 4-3848 


P.S. Please note change in our telephone. Doggone it, we 
are getting so crowded down here in the country, the 
telephone company had to put in citified exchanges. 
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another Mead Wove user speakS Upeee 


"Every nickel counts 

when you're selling envelopes. 
Mead's design saves us 
make-ready time!" 


"Our pressmen find that registering color becomes an easy task 
with the flat Mead envelope," says a Louisville, Ky. printer. 
"That's because of the deep flaps that Mead envelopes have. 
This practical design has cut our make-ready time in half. And 
it has helped increase our close margin of profits on small 
envelope runs. Mead's consistent quality of paper and 
manufacturing are additional reasons why we have adopted Mead 
Wove envelopes as standard in our stock room." 


® 


S Why not try Mead on your next envelope job? There's a Mead 
ay distributor near you. And remember, the new line of Mead 
Vellum Booklet Envelopes for annual reports and other prestige ‘ 


pape rs 


mailings is also available. Mead Wove envelopes are manu- Sales Offices: Mead Papers, inc., 
factured exclusively by Niagara Envelope Co., Buffalo, N. Y. pana > ma 


and Union Envelope Co., Richmond, Va. and Birmingham, Ala. Philadelphia * Atiants 
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Choose your coverage — 
PLUS High Deliverability! 


Occupant Mailing Lists for YOUR Markets 
is our business . . . by the thousands or 


millions of addresses. The success of Oc- 
cupant Mailings are measured in terms of 
deliverability. Our constantly corrected lists 
are maintained at a point of 98 per cent 
accuracy. We are one of the largest com- 
pilers of HIGH DELIVERABILITY Occupant 
Lists in the country and our services are 
always quickly available to you. 


Only HIGH DELIVERABILITY in the Occupant 
Mailing Markets You Choose makes your 
mailing dollar worth a dollar. 


Cocupant 
1226 Pennsylvania ave 
Kansas City 5, Ho 


Our “tailored to your request” market mailing 
data will provide you with comparative statistics 
on Sales Management — Census Bureau and Post 
Office mailing counts and OMILA’s guaranteed 
delivery. These modern digests of mailing data 
are yours for the asking — prepared for the 
markets you choose. 


See our full page advertisement on Page 4 of 
the 1958 Sales Management, Survey of Buying 
Power. 


Divison of W. A. Storing Co. 


OCCUPANT LIST COMPILERS - MAILERS 
239 N. 4th St. 


8. L. “Les” Cullman, Pres. Columbus 15. Ohie 
W. A. “Will” Storing, Treas. CApital 14-8893 
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